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ouch Proofs 


Burma Shave roadside jingle 
addicts have been disappointed to 
note that their main fare this 
summer is unfunny plugs for 
Burma-Vita tooth powder. 

vwy 


Talk of another picture for 
Greta Garbo is reminding the ex- 
perts that like many another good 
product which hasn’t been adver- 
tised, this one will take a lot of 
promotion. 

es FF 


Now that they are aetually 
carrying coals to Newcastle, no 
one should be astonished to learn 
hat Pepsi-Cola is selling a bottle 
or two in Atlanta. 


wis 


C. E. Hooper’s explanation for 
recent low radio ratings is that 
people won’t stay home and listen 
o the radio on long, warm holi- 
day weekends. 

Then why not start checking 
automobile and portable radio 
listening too? 


+ Po 


The new Tucker car is making 
remarkable progress—it’s already 
being kidded by the leading com- 
ics on the most expensive network 
radio shows. 

Tu. F 


Cedric Adams says one com- 


n- ment on the Tucker promise that 
is, his will be the first reajly new 
te car in 50 years is that it’s too long 
0 wait. 
r- vwyY 
Res Leaf Gum, which is aiming at 
O- getting a modest 15% of the $175,- 
*<. 000,000 annual volume in this 
on field, has not yet adopted the slo- 
‘o- gan, “Sticking everlastingly to it 
le brings success.” 
sa 7 =o e 
The best argument in favor of 
allowing colored boys to play ball 
in the big leagues is Jackie Rob- 
3e- inson’s batting average and base 
rn stealing record. 
ng re 
ng Besides giving away 200 $149.50 
wire recorders to the kids, via the 
= Lone Ranger and newspaper com- 
0. ics, General Mills is not doing a 
1a- bad job building up a big demand 
° for the manufacturers to fill. 
m- , iy 
m- A Made in Georgia exposition 
>. * will be held in Atlanta next Oc- 
tober, and it will be incomplete if 
it doesn’t include a complete 
poware of Georgia peaches—both 
inds. 
The ie oe 
coe After going through a trying 
OS., Period trying to arbitrate a dis- 
3is- P ite among chess experts, AA edi- 
dio ‘ors are now sticking their necks 
: oUt with the horse shoe pitchers. 
dio 
“ > = = 
a : Some ad man will buy this 
n rm,” says the copy, which adds 
. ‘at the property is “away from 
Co. esorters.” 
But admen are supposed to 
tudy human nature, including 
nat exhibited by those uncouth 
sorters. 
' ekly vwyY 
lennen’s skin bracer wows the 
“cies, and the gorgeous gal who 
N. Y. eips to promote it wows the men. 


Fair enough. 


il. 


Copy Cus. 


Luckman Sells Team Play 
to 6,000 Lever Workers 


‘Road Ahead' Program 
Emphasizes Future 
with the Company 


By LAWRENCE M. HUGHES 


CAMBRIDGE, Mass.—At 4 p.m. on 
Wednesday, July 2, the eight- 
year-old, six-story, white-stone 
headquarters of Lever Brothers 
Company at 50 Memorial Drive 
here was rededicated by its 
workers as Lever House. 

The occasion was symbolic. It 
coincided with Charles Luck- 
man’s first anniversary as Lever’s 


This story, based on inter- 
views with Charles Luckman 
and other executives of Lever 
Brothers Company, is the sec- 
ond of two on the “transfor- 
mation” of this company since 
Mr. Luckman became its pres- 
ident on July 1, 1946. It 
deals with in-the-family rela- 
tions. The first, published last 
week, discussed changes in 
Lever’s sales and advertising 
policies and methods. 


president. It dramatized both the 
development of the individual 
and the team play among indi- 
viduals and between labor and 
management which he is foster- 
ing. - 

The program for this gathering 
of Leverites and their families, as 
prepared by the workers them- 
selves, was simple. Two of the 
speakers, Miss Louise T. Toomey 
and Cleon E. Button, were heads 
of Lever employe organizations, 
and the third, Benjamin F. Hickey, 
was a retired Lever worker. 


States His Creed 


The fourth was Chuck Luck- 
man. In exactly 114 words, he 
said: 

“Lord Leverhulme [head of 
Unilever, .Ltd., London, which 
controls Lever Brothers and other 
soap interests throughout the 
world], at a dedication many 
years ago, referred to a statue as 
a ‘sermon in stone.’ 

“Lever House today stands as 
a monument to the vision, indus- 
try, and leadership of our great 
organization on every level of en- 
deavor. 

“This monument inspires our 

(Continued on Page 44) 


Census Sponsors 


hope for results in ‘48. 
See ‘In Washington,’ 
Page 58. Other features: 


Ad-libbing .... -ehaey ene ca ee 
Advertising Market Place.......... 48 
Department Store Sales....... . 16 
NSE ras eeee eee Ee 12 
4 OO ee ene 39 
Getting Personal .°........... ‘vow ae 
Information for Advertisers......... 12 
Photographic Review ............. 55 
a. J. SS eer ae 


ON ARP as See 
Voice of the Advertiser........ 
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Catholic Students 
Plan ‘Good Taste’ 
Poll of Air Comedy 


Cuicaco—The National Federa- 
tion of Catholic College Students 
thinks some radio comedians don’t 
stay within the bounds of good 


taste. 


To aid them and their sponsors 
and the networks to “keep it 
clean,” the federation’s press com- 
mission, meeting here Wednesday 
night, announced formation of a 
Radio Acceptance Poll. The poll 
will operate in 180 federation 
member colleges, and will be ex- 
tended, on a non-denominational 
basis, to as many additional col- 
leges and universities as are will- 
ing to cooperate. 

At each of the colleges a local 
poll leader will designate 10 stu- 
dents to listen to each comedy 
program each week, and to rank 
individual participants, including 
regular members of the cast as 
well -as guests, on a _ five-point 
“good taste” scale: 

1. Highly acceptable. 2. Ac- 
ceptable. 3. Barely acceptable. 
4. Unacceptable. 5. Objection- 
able. 


Much Publicity Planned 


In the course of the 1947-48 
radio season, about 50,000 students 
will actively participate in the 
voting, the federation says. 

The votes will be forwarded to 
John W. Lynch Jr., a student at 
St. Joseph’s of Indiana, College- 
ville, Ind., who will tabulate them 
and issue weekly reports to the 
press. At the end of the listening 

(Continued on Page 62) 
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RUMFORD 
POTATO 

PANCAKE MIX 


Ao af Weyberset Pure Peed Merten, Wilees: Chief Previgesss Publis Merter. United Pubie Merten. 


STARTS DRIVE—This newspaper copy 

in Providence introduced Rumford 

Chemical Works’ latest consumer prod- 

uct, potato pancake mix. (Story on 
Page 60) 


Soap Scrap Seen 
as Heinz Expands 
Market for Swerl 


Petroleum-Base 
Soaps Threaten 
Established Products 


PITTSBURGH — Petroleum - base 
detergent soaps, one of the first 
revolutionary developments in 
soap manufacture since the inven- 
tion of the Leblanc process in 1791, 
are making a formal bid for a 
major share of the 3 billion-pound 
annual American soap market. 

A potential threat to ordinary 
soaps since 1930, the active chal- 
lenge took shape last week when 
H. J. Heinz Company announced 
it would start national distribu- 
tion of Swerl, a detergent de- 
veloped by Allied Chemical Com- 

(Continued on Page 59) 


is the agency. 


Last Minute News Flashes 


Army Selection of New York Agency Pending 


New Yorx—The New York Army area account ($80,000) awaited 
final decision today, with the board of reviewing officers having al- 
ready made their recommendations on the five agencies of the 17 
originally invited, who are still bidding for the account. 
Baker & Hosking, Dorland, Inc., 
halves of the former William H. 
and Metropolitan Advertising Company. 


Kraft Launches Record Mayonnaise Ad Drive 


Cuicaco—Kraft Foods Company has launched what is believed to 
be the largest ad campaign undertaken on a national scale for mayon- 
naise, heralding the return of Kraft mayonnaise in greater supply. 
The drive includes a color spread in Life and page copy in American 
Home, Better Homes & Gardens, Cosmopolitan, Good Housekeeping, 
Ladies’ Home Journal, McCall’s and Woman’s Home Companion; roto 
sections of the Chicago Tribune, New York News and Philadelphia | started 


They are 
Jones & Brakeley, and the two 
Rankin Company, Royer & Roger 


Publishers Fight 
Patent Office Ban 
on Lawyers’ Ads 


Fear Bureaucratic 
Precedent Would 
Permit Censorship 


WASHINGTON—M agazine and 
newspaper publishing groups have 
protested a tightening Patent Of- 
fice censorship of the advertising 
of patent and trademark attorneys 
as economically unwise and an 
invasion of freedom of the press. 

Briefs from the National Pub- 
lishers Association and the Na- 
tional Editorial Association were 
filed with Commerce Secretary 
W. Averill Harriman = shortly 
after it was learned that trade- 
mark attorneys will be held to 
“business card” notices after Jan. 
1, 1948. 

The stringent limitation on the 
advertising of trademark practi- 
tioners, included in the rules of 
practice under the new Lanham 
Trademark Act, follows a similar 
Patent Office effort to trim the 
promotions of patent attorneys. 


Concerned With Principles 


As far back as May, 1946, Pat- 
ents Commissioner Casper Ooms, 
who works under’ Harriman, 
tightened regulations over patent 
lawyer advertising, rejecting many 
patent attorney ads which pre- 
viously had run without official 
protest. 

The two. publishing groups 
minimized the financial impor- 
tance to advertising of the Ooms 
action, but stressed the belief that 
it might become a dangerous 
precedent for further “bureau- 
cratic” control over other types 
of advertising. 

They questioned whether the 
Patents Commissioner holds any 
constitutional power to determine 
the contents of advertising. 

National Publishers Association 


Pacific Islander - 
Will Collect on 


Two-Year Old Gag 


New Yorx—Thanks to ‘People 
Are Funny,” Klen Re, a native 
of the Marshall Islands, is going 
to be $1,000 richer in the fall. 

The Pacific Islander found a 
plastic globe floating in the ocean 
off Kwajalein. Inside was a note 
which he took to a U. S. Navy 
officer, who translated the mes- 
sage. The note advised the finder 
ito notify NBC’s Hollywood office 
of his discovery. 


$2,000,000 Budget Backs Mount Vernon Whisky 


New YorKk—National Distillers will introduce a new Mount Vernon | audience. 
blended whisky this month in more than 75 newspapers in both open 
and monopoly states on the eastern seaboard, including West Virginia | j]) come to the United States in 
and Ohio, through Kudner Agency. The new whisky, to be lower- 
priced than PM blend, said L. M. Hickson, advertising director, will 
be supported by a budget of about $2,000,000 in the first year, as dis- 
tribution is expanded from coast to coast. National also is reintro- 
ducing Mount Vernon bonded rye whisky. 


(Additional News Flashes on Page 63) 


His find culminated a_ stunt 


two years ago by Art 


Inquirer; and promotion via the “Kraft Music Hall” and “Summerfield | Linkletter on his audience partici- 
Band Concert,” NBC network shows. J. Walter Thompson Company | pation show. 


At that time 12 
|notes, sealed in plastic globes, 
| were dropped in the Pacific Ocean 
|by a contestant from the studio 


| Klen Re, who speaks no English, 


the fall, accompanied by an in- 
| terpreter, and appear on the “Peo- 
ple Are Funny” show, now spon- 
sored by Brown & Williamson 
Tobacco Corporation, to claim his 
windfall. 
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argues that the right to deliver a 
message in paid space and the 
right of an editor to express him- 
self in editorial space are equally 
sacrosanct, so long as the material | § 
is not treasonous, obscene or 
fraudulent. 

The Patents Commissioner, at 
the instigation of so-called 
“ethical” members of the patent 
law bar, has increasingly held that 
practitioners must not resort to 
large type and promises in their 
search for business. 

Patent Office officials, moreover, 
fear that attorneys and agents 


PEOPLE IN GRAPHIC ARTS 
ARE ENTHUSIASTIC ABOUT 
HIGHLIGHT MAGAZINE 


Write us for sample copy 
Subscription $3.00 per Year 
Advt. Rate Card on Request 


will resort to questionable copy 
and exaggerated promises in 
soliciting the huge volume of 
trademark business which has re- 
sulted from the Lanham Act. 

When the proposed rules for the 
Lanham Act were issued, they 
contained a blanket prohibition 
against the use of “display adver- 
tising, circulars, letters, cards, and 
similar material” to solicit trade- 
mark business. 

According to the rules, use of 
such techniques would be con- 
sidered “unprofessional conduct” 
and any person resorting to such 
solicitation would be refused rec- 
ognition to practice. 


Largely Rural, Pulp Copy 


The dozen or so advertising at- 
torneys, who spend an estimated 


HIGHLIGHT "jew ‘fork NY. 


$300,000 to $500,000 a _ year, 
largely in rural newspapers and 
pulps, feel that the rule grossly 
exceeds the powers of the Patents 


Commissioner. 

The publishing groups, on the 
other hand, fear that successful 
efforts by the Patents Commis- 
sioner to determine the content 
of patent and trademark advertis- 
ing will be a precedent for other 
government agencies. 


1947 Foodstuff Export 
Shows Marked Increase 


Exports of foodstuffs from the 
United States during. the first five 
months of 1947 maintained an 
average monthly rate of over 
$200,000,000, and amounted to $1,- 
047,177,000, an increase of $49,- 
311,000 over the corresponding 
period of 1946, the Office of Inter- 
national Trade, Commerce De- 
partment, reported. 

United States imports of food- 
stuffs during the first five months 
were valued at $715,360,000, an in- 
crease of $190,655,000 or 26.6% 
over imports in the same period 
of 1946. 


Goebel Brewing Buys 
Koppitz-Melchers 


Goebel Brewing Company, De- 
troit and Muskegon, Mich., has 
purchased the physical proper- 
ties and inventories of Koppitz- 
Melchers, Inc., Detroit brewery 
which began operation in 1936. 
It will be converted immediately 
to the production of Goebel beer. 
When present expansion plans are 
completed, Goebel’s capacity will 
be in excess of 1,000,000 barrels. 

Last December the Goebel com- 
pany formed the Royal Crown 
Bottling Corporation of Detroit 
for bottling and distribution oi 
Royal Crown Cola, on which pro- 
duction will begin soon. 


Joins Pardee, Cash 


Jimmy Fritz, who recently re- 
signed as executive vice-president 
of the Boyd Company, Los An- 
geles agency, has joined the staff 
of Pardee, Cash & Associates, 
Hollywood, as account chief. 


a oo GE A AINE SUT em 


A POPULATION HAS CHARACTER 


... And that character can be measured in many ways— 
by income buying habits or tastes—depending upon the 
information you need... . But, in the Nashville area popu- 
lation is divided into 156,908 families with average in- 
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WSIX gives you all 


| enemies 


HHHHE 


three: 


len nessee’s 


fn Capital City 


comes over $2,500 — well above the 
national average. . . And their buying 
power increased 1000% from 1935-45* 
. . « There’s ample sales potential, so, 
sell those buying families while they 
are tuned to favorite programs broad- 
cast by WSIX. 


*From 1947 report of Tenn. State Planning Board 
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5,000 WATTS @ 980 KC 
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trying Old Golds, and repeating 
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Old Gold Starts 
Cartoon Copy Test 


in Rochester 


New YorK—P. Lorillard Com- 
pany is currently testing a car. 
toon copy theme for Old Gold 
cigarets in Rochester. The new 
drive, scheduled for 10 weeks, 
will use 1,000-line newspaper ads 
twice weekly for the first fortnight, 
weekly thereafter. 

The cartoons will employ the 
data developed in its “truth 
glasses” tests, but the whole tech- 
nique is sharply different from 
thé tests still running in Hart- 
ford and, Utica (AA, June 16). 

The typical headline is: “ls 
sheer habit blinding you to a bet- 
ter cigaret?” The Abner Dean 
cartoon shows a group of men 
and women bound and wearing 
blinders, and the base line repeats 
the slogan, “For a treat instead of 
a treatment, change to finer-tast- 
ing Old Golds.” 

Other typical copy will show 
men and women. plodding along 
in deep ruts, human beings with 
padlocked heads, characters out 
on the limbs of trees, as the copy 
continues to hammer on the sub- 
ject. of breaking cigaret habits, 


the statistics of the truth glasses 
test. 
Lennen & Mitchell is the agency 


St. Georges Reopens 
Baltimore Office 


St. Georges & Keyes last week 
reopened its Baltimore office, 
which it closed in 1944. The office 
is located at 2112 N. Charles St., 
and will be headed by Arthur 
Booth, formerly a vice-president 
of Booth, Vickery & Schwinn. 

The office is currently handling 
three accounts, Embros Wine 
Company, Canton Company and 
Becker Pretzel Bakeries, all for- 
merly handled by Booth, Vickery 
& Schwinn. 


Changes Name 


Merritt Engineering & Sales 
Company, Lockport, N. Y., has 
changed its name to Merritt-Mon- 
santo Corporation. The veneer 
and plywood-making machinery 
company became a part of Mon- 
santo Chemical Company, St. 
Louis, in 1944, when Monsanto 
acquired I. F. Laucks, Inc. Pre- 
viously, Merritt had been a part 
aa Laucks organization since 

5. 


SO WE'RE 
A TIFFANY AGENCY... 


Some le have that impression. 
Perhaps because we don’t believe ad- 
vertisers really like the idea of buy 
ing ae ik service on any set 
formula e 15%, for example. 
Such standardization ‘isn’t flattering 
to the advertiser because it isn’t 
specific to his needs. Maybe it costs 
less than 15% for our agency to do 
the job that is called for — maybe 
(which is, frankly, more likely) 
agency service costs more than 15° 

So we take this approach to ea h 
new client’s problems: We work with 
him on a temporary fee basis until 
the planning which te needs, is cor 
pleted and approved. Then we put a 
price on supplying the service 
materials called for by the plar 
That way, at the outset, the adver 
tiser knows what he’s going to get 
and what it will cost him — and w: 
know what we have agreed to per- 
form and what we will get paid Mor 
the job. 

Priced this way in advance our 
charges appear to be higher thar 
others! Actually they aren’t. 

But that’s how the rumor that 
we're expensive got started — ani, 
naturally, we like it! 


IT DOESN’T 
TO ADVERTISE ie 
unless you do it right! 


JOHN MATHER LUPTON 
Co., Inc. - ADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N.Y. 
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WANT TO TAP A BILLION AND A HALF SMACKERS? 


The first SPORT Reader Survey brings out into 
the open one of America’s richest man audiences 
with median income at $3,916. 


For many another useful fact about this great, 
new, sales-making man-market, send coupon 
below for SPORT Reader Survey I. 


ee eee 


SPORT Magazine, 205 E. 42nd St., New York 17, N. Y. 


Please send me copy of SPORT Reader Survey |, at your earliest 


convenience. 

Nome 

Title Company 
Address 

City. __ State 


O-4-4a 


REMINDS Ws- 


NO OTHER 
MAGAZINE 


COSTING 254 @RMoRE) 


WAS EVER GROWN 


Pa, 
Ya. {oe 


*K SPORT, still in its first publishing year, already with a“ 
guarantee of 400,000, has delivered a newsstand circu- 
lation (first 6 months, 1947) 4 times better than TRUE’s 
first year... 3 times better than ESQUIRE’s ... 8 times 
better than NEWSWEEK’s . . . and nearly 8 times better 
than TIME’s first eighteen months! 
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the Magazine for remerica's Millions of Sport Spectators 
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KTRI Appoints Butler 


Charles M. Butler has been ap- 
pointed sales manager of Station 
KTRI, Sioux City, Ia. 


SIGHS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
a Division of 


Artkraft® Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


*Trecemart: tog US. Pet OF 


Finch Company 
Introduces New 
Color-Fax Method 


New York —Colorfax, a new 
method of facsimile reception, was 
introduced to the press here last 
week by Finch Telecommunica- 
tions. 

In the demonstration full color 
pictures were transmitted and re- 
ceived in multicolor. Four colors 


were used, with each picture be- 
ing transmitted and received line 
by line. 

Heralded by Capt. W. G. H. 
Finch, president of the company, 
as the simplest solution of the 
color problem in radio, the sys- 
tem is said to provide enormous 
savings in facsimile costs. 

The ordinary home user of 
radio receivers will be able to 
make his own recordings on any 
type of suitable paper stock that 
will fit the machine, he said. 


Names Seymour Kameny 


Seymour Kameny Associates, 
New York, has been named to 
handle the advertising and public 
relations of Herald Pictures, 
Negro motion picture company. 
Newspapers, radio, magazines, and 
other media will be used. 


Don Harway & Co. Moves 


Don Harway & Co., publishers’ 
representative, has moved its Los 
Angeles headquarters to 1709 W. 
8th St. 


+low long is a country mile ? 


By rural agreement, it’s the distance by which Farm JourNAt leads 
any other rural magazine in farmers’ affections. And 2,600,000 sub- 
scribers can’t be wrong. Farm JouRNAL provides plenty of What-to- 
Grow information, as well as In-the-Know items that pay off— 
which no other farm publication can touch. For instance, we pre- 


dicted the cotton peak and no surplus. Our subscribers made money. 


In the face of the burley break, we advised planting full allotments. 
Our subscribers made money. And so on and so on. Four times out 
of five, Farm JOURNAL information gave its readers the inside track. 
Any wonder Farm JourNat is favored in rural America? 


Naturally, a country mile lead like this is no handicap to you if you 


Karm 


“ tin, 


Advertising Age, August 4, 1947 


Growers fo Spend 
Record ‘48 Fund 


WENATCHEE, WasH.—A_ record 
sales campaign to move a record 
apple crop has been ordered by 
the Washington State Apple Aqd- 
vertising Commission. 

Between $400,000 and $500,009 
will be spent, it is expected, but 
the final amount will not be de- 
termined until the commission 
meets this autumn to map out the 
campaign for the first half of 
1948. Government estimates set 
the state apple crop at nearly 
34,000,000 bushels, an _ all-time 
high. 

First phase of the campaign will 
start in September and run 
through National Apple Week, in 
October. For this, $60,000 will be 
spent, using radio, newspapers 
and outdoor in nearly 60 cities, 
plus trade publications. 

The second phase, with $75,000 
in funds, will run from mid- 
October until the end of the year, 
using newspapers, radio and out- 
door, and, for the first time since 
prewar days, national magazines, 


Dealer Service at Peak 


The commission has also au- 
thorized the heaviest dealer serv- 
ice program in years, with an 
expenditure of $50,000, double 
last year’s. This work calls for 
hiring four full-time dealer serv- 
ice field men, a number of part- 
time field men, and extension of 
contracts with two dealer service 
organizations, Pacific Indoor Ad- 
vertising Company, Los Angeles, 
and Northwest Marketing Service; 
Minneapolis. 

The commission also ordered 
purchase of 25,000 apple slicers 
for use as premiums. 

The expenditure of $135,000 for 
advertising during the remainder 
of this year is more than double 
the expenditure in the same 
period last year and triple that 
of some war years. Last year the 
commission received $435,000 as 
a tax on producers and spent 
$375,000, of which $320,000 was 
for advertising and promotion. In 
the coming season it is prepared 
to spend all of its current revenue 
and to dip into its $700,000 re- 
serve fund if necessary. 

As a hedge against possible 
freight rate increases that would 
put Washington apples at a com- 
petitive disadvantage in distant 
markets east of the Rockies, 
Floyd Flint, account executive 
with J. Walter Thompson Com- 
pany, Seattle, recommended 
greater development of the Pa- 
cific Coast market with its rapidly 
growing population. 


Appoints Frayser 
P. C Frayser, for 44 years in 
the paint industry, has _ bee! 


named merchandising manager 0! 
the Martin-Senour Company, Chi- 
cago paint manufacturer. For 13 
years he has been eastern distric' 
manager in New York. 


—— 


ADVERTISING 


Washington Apple a 


Journal 


AMERICA’S LARGEST RURAL MAGAZINE 
GRAHAM PATTERSON, Publisher 
Washington Square, Philadelphia 5, Pa. 


make a product that prosperous farm families can use (and what 
can’t they! MANAGER WANTED 
é rey.) 

Opening for man with ideas, cre- 
ative ability and thorough know!- 
edge of advertising and marketing 
to ta’. over advertising and sales 
promotion department and coor- 
dinate agency efforts. Must be 
thoroughly capable of creating 
and producing folders, bulletins, 
sales letters, and all kinds of sales 
promotion material. Address BOX 
6786, ADVERTISING AGE, 100 E. 
Ohio Street, Chicago 11, Illinois. 


and if you want to make sales. Selling messages in 
Farm JOURNAL always get telling results. 


The 
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‘PRINTERS’ INK 6 month 
lotals for 1947 show a 
BCAIN of 38,610 lines for 
BMADEMOISELLE over 1946... 
Advertisers’ endorsement 
for MADEMOISELLE’s selling record. 


he magazine for Smart Young Women 


A Street & Smith Publication . 


“Sy 
ay 


There’s been 
no recess for 


MADEMOISELLE 


A glance at the advertising lineage figures for 

the first six months of 1947* reveals that “‘there’s 
been no recess—for MADEMOISELLE.” 
MADEMOISELLE sells merchandise, and 377 
leaders in the fashion industry knowing this, took 

a record-breaking amount of advertising space 

in the August issue. Increased lineage—a 
record-breaking August issue—spells no recess for... 


MADEMOISELLE 


122 East 42 Street, New York 
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New Publication to Bow 


Atlantic Farm & Home Dealer, 
a new monthly trade publication 
for farm and home equipment 
dealers, published by Ware Bros. 
Company, Philadelphia, will ap- 
pear in October, with a guaran- 
teed circulation of 3,734. The ad- 
vertising rate for one page, one 
time, is $90. 


Three Name Mack 


Don Matk Agency, Los Angeles, 
has been appointed to handle the 
advertising of Rich-Maid Prod- 
ucts Company, Glendora, Cal., 
maker of a soft drink extract; 
Union Die Casting Company, Los 
Angeles, and Kold-Kist Foods, 
Los Angeles, frozen foods. 


Write for information on 
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IK 


SIMON ADHESIVE ae ioddiiars ye 
220 Fifth Avenue, New York |, N.Y. 


Music Institute 
Appoints PR and 
Research Firms 


Cuicaco—The Music Institute of 
America last week named Harry 
Coleman & Co., Chicago, and A. S. 
Bennett Associates, New York, to 
conduct its public relations and 
market research activities, re- 
spectively, in a drive to rebuild 
public interest in music—and par- 
ticipation in music. 

The institute was set up at the 
annual meeting of the National 
Association of Music Merchants 
here in June (AA, June 9). It is 
headed by L. G. La Mair, president 
of NAMM and of the Lyon & 
Healy music store here. Head- 
quarters for the institute are to 
be established soon, Mr. La Mair 
said, while both research and pub- 
lic relations activities will start 
at once. 

About $80,000 will be spent the 
first year, the institute said, with 


~ 


a much expanded budget in pros- 
pect, and use of advertising to be 
considered later on. 

Backers of the campaign in- 
clude most of the important seg- 
ments of the music industry. Mr. 
La Mair heads a board of trustees 
that intludes representatives from 
groups of retailers, piano manu- 
facturers, band instrument 
makers, and musical accessory 
and merchandise manufacturers. 


GF Ups Davidson, Black 


General Foods Corporation, 
New York, has promoted Robert 
Davidson from the market re- 
search division to assistant to 
Charles G. Mortimer Jr., vice- 
president in charge of marketing. 
Fielder Black, formerly with the 
sales division, has become staff 
assistant in the market research 
division. 


Harper Agency Moves 

Harper & Brothers has moved 
its Franklin Square Subscription 
Agency from 49 E. 33rd St., New 
York, to 32 N. Van Brunt St., 
Englewood, N. J. 


‘Wired-Wireless’ 
Broadcast Service 
Draws FCC Fire 


WASHINGTON — “Naughty, 
naughty. Papa spank!” would be 
the literal Shakespearean trans- 
lation of a warning issued by the 
Federal Communications Commis- 
sion last week when it revealed 
that it is investigating reports that 
some individuals and groups have 
begun, or plan, “wired-wireless” 
broadcast service over local power 
lines. 

While not specifically citing the 
culprits, FCC says that the neces- 
sary equipment is being supplied 
by firms or agents “with the mis- 
taken assurance that this type of 
operation does not come under 
commission jurisdiction. There is 
further indication that the oper- 
aters, also, are not familiar with 


The Nation’s Number One 
Green Pasture... 


AMONG SOUTHERN CITIES 


Again New Orleans leads the South in Population, Buying Power, Retail 
and Wholesale Sales—all the indexes that make a MAJOR MARKET. 


And in this major market that paces an entire section The Times-Picayune 
New Orleans States gives a coverage that no other media or combination 


of media possibly can! TRULY A GREEN PASTURE FOR ADVERTISERS! ‘ 


POPULATION 


New Orleans .....562,200 
Houston ..++-+e0.478,500 
DGRES ssicoces + «466,300 
Louisvide ......+-375,000 
Atlanta «e.ese++++ 365,700 


RETAIL SALES 
Add 000 
New Orleans ....$456,327 
Houston .eseee. +. 455,157 
Dalles cccccecee ee 425,163 
Atlanta sseeseeeeed/5,257 


WHOLESALE SALES 

Add 000 
New Orleans . $1,276,426 
Atlanta «eseeee+l,l92,348 
Oakes. sesccceast 164,923 
Houston ...e++-!,118,468 


EFFECTIVE BUYING 
INCOME 


Add 000 
New Orleans ....$693,694 
Houston eeeeeeee - 642,974 
Dallas .eeeeeeee s+ 594,284 
Louisville ...++++.554,631 
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FCC requirements.” 

This use is not covered specif 
cally by the Communications Ac 
or the commission’s rules ang 
regulations. But, wait! says FCC. 
It is subject to Sections 2.101 ang 
2.104 of the latter, which gover 
the operation of low-power radi, 
frequency devices intended fo 
control rather than for broadcas 
purposes. 


Set Maximum Power, Range 


These sections specify maxi- 
mum power and range for such 
devices if they are to be ex. 
cepted from the licensing pro- 
cedure. “There is no provision 
under the low-power rules,” says 
FCC, “which countenance the 
establishment of a station com- 
parable to presently authorized 
broadcast stations. 

“By no stretch of the imagina- 
tion,” FCC continues, ‘“‘can it be 
interpreted that the commission 
intended low-power devices to be 
converted into stations for com- 
municating through space by 
radio, employing call letters at 
random, operating on frequencies 
assigned to the standard broad- 
cast band, and broadcasting com- 
mercial announcements.” 

Instances where the potential 
purchaser has been assured by 
the distributor or manufacture 
that a certain low-power device 
conforms with the established 
rules have been brought to the 
attention of the commissio 
“While this unconventional prac 
tice may exist,” FCC says, “it doe 
not relieve the owner or operator! 
of the responsibility for deter 
mining that the commission’s re 
quirements are fulfilled.” 


Warns of Penalties 


Unlicensed radio operatio 
which normally results when low- 
power devices exceed the lim- 
itations provided, creates a defi 
nite menace to important 
communications and may subject 
the operator to serious penalties 
provided for in the Communica- 
tions Act, including a maximu 
fine of $10,000, two years’ im- 
prisonment, or both, FCC warns. 

Citing an example of a legiti- 
mate operation in the low-powe 
field, FCC says: “While the so- 
called ‘campus radio’ of the In- 
tercollegiate Broadcasting System, 
which is confined to the individ 
ual wired precincts of more tha 
50 schools and colleges, is nol 
licensed, its operators see that il 
conforms .to FCC  low-powe 
rules.” 

To avoid possible serious 
trouble, the commission suggests 
that all interested parties in any 
low-power wired-wireless broad 
cast or similar enterprise first con 
tact the FCC’s secretary, or one 
of the FCC field offices which wi 
be glad to answer inquiries con- 
cerning use of low-power devices. 

Meanwhile, FCC is vigorously 
pressing its investigation into op- 
erations already under way oF 
about to develop, in violation of 
FCC rules and regulations. 


‘ Louisville ...+.+.+.320,255 Memphis ....-+-1,019,935 Memphis ......+-482,129 
San Antonio .....350,000 : : P ‘ 
; : Memphis .....+.+-302,508 Richmond ...++. 577,747 Atlanta o...eee+0+423,332 Pr Dir 
‘. Memphis .......- 336,500 Richmond ...++++-265,541 Birmingham ..... 565,830 San Antonio .....410,524 epares ectory 
SE 315,000 Birmingham ......257,347 Louisville ...c00. 544,376 Birmingham ......357,169 Lebhar-Friedman Publications, 


Inc., New York, on Aug. 15 will 
issue its 16th annual Directory of 
Manufacturers, a guide to sources 
of supply for variety store me!- 
chandise. 


Source—Sales Management, May 10, 1947 
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Member Representatives: 


JANN & KELLEY, Inc. 
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in LEADERSHIP | 


OVER A QUARTER-MILLION CIRCULATION 


Sunday 257,857 AM 156,552 PM 87,469, ABC Audit Report 12 Months Ending December 31, 1046 
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_ COSMOPOLITAN 


readers 
are 


the JONESES * 
other people 


. try to 
keep 
up with... 


We don’t say they’re all rich. But, we do know that regardless of income they’re 
people with a talent for living . . . who do things with finesse. They have 

the taste to appreciate Cosmopolitan’s superb fiction . . . and the 

dynamic temperament that makes them the pace-setters, 

and the style-setters in every community. 
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Music Menu to Hovey 


Music Menu, Inc., Los Angeles, 
has appointed Hovey Associates, 
Los Angeles, to handle the pub- 
licity and advertising of Music 
Menu, a coin operated radio de- 
signed for use in restaurants, 
cafes, snack-bars and drug stores. 


QUEST- 


IONNAIRES & SURVEYS 


REPLY-O PRODUCTS CO. 


150 WEST 22nd St., NEW YORK 11 


Lead 


H. J. Heinz Sales 

Hit All-Time High 

Total world sales of H. J. Heinz 
Company, Pittsburgh, for the last 
fiscal year reached an all-time 
high of $144,245,863, according to 
the company’s annual report for 
the fiscal year ending April 30. 
This increase was marked by a 
rise of 24% in the company’s 
United States sales and a gain of 
34% in the business of its foreign 
subsidiaries. 

Consolidated net earnings for 
Heinz totaled $6,104,286, or 4.2% 
of net sales. Only shortages of 
sugar and tinplate restricted com- 
pany business, said H. J. Heinz II, 
president of the company. Mr. 
Heinz expects the degree of eco- 
nomic recovery throughout the 
world to be an important influence 
upon sales for the coming year. 


Z. To Newell-Emmett 


Newell-Emmett Company, New 
York, has been appointed by 
Smith, Barney & Co., investment 
banker and broker, to handle its 


advertising, public relations and 
publicity. 


~~ 


Map Major City 
Study in Postal 
Deficit Inquiry 


WASHINGTON — Members and 
staff personnel of the House post 
office and civil service committee 
prepared last week to consult 
postal employes, large mail users, 
accountants and traffic managers 
in an effort to find efficiency and 
revenue ideas to overcome the 
mounting postal deficit. 

Committee staff personnel swung 
into action on preliminary studies 
and conferences as Committee 
Chairman Edward Rees (R., Kan.) 
outlined an extensive program 
calling for conferences and hear- 
ings in major mailing centers 
throughout the country during 
the five-month Congressional re- 
cess. 


The fact-finding is designed to 


4 


v 
! 


' 


*The paid circulation of The Sunday Okla- 
homan also reached an all-time high of 


211,487 on May 4, 1947. 


a eS * 

This photograph shows 130,000 bushels of the current 
115,168,000 bushel Oklahoma wheat crop, piled on the 
ground for — of elevator storage space. 


...OKLAHOMA wheat farmers have 


so much wheat they don’t know what 
to do. The 1947 harvest brought an 
estimated production of 115,168,000 
bushels . . . 30% above the previous 
all-time high of 1946. Based on early 
June prices to Oklahoma farmers, this 
will be worth $230,336,000, also an 
all-time top for an Oklahoma wheat 
crop. Farm storage bins are filled to 


capacity. 


Elevators have overflowed 


and along the railroad sidings sights 


like the one above are common .. 

thousands of bushels piled on the 
ground awaiting facilities for hauling 
to market. This cash farm income is 


spendable income 


money that 


must be figured in on any analysis of 
the market served by ‘The Daily 
Oklahoman and Oklahoma City Times 


this summer and fall. 


a 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 
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THE CRLABOMA PURLISHING COmPAnY: 


Ril, Demvei® aud wis. 


THE FARMER-STOCKMAN—WET, 


ORL aAwOmA CITT—KVGR, 


Kepresented 4y the Raty Fyency, Aneorporated 


COLORADO SPRINGS 


PEORIA AFFILIATED ( MAMAGEMERT 


provide background for new leg- 
islation during the 1948 Congres- 
sional session, adjusting postal 
policies and rates to overcome 
shortages which threaten’ to 
mount above $300,000,000 during 
the current fiscal year. 


Funds Supplied by House 


Funds for the study were pro- 
vided by the House after party 
leaders balked at a $110,000,000 
across-the-board postage rate in- 
crease until careful studies of 
potential economies could be pro- 
vided. 

Demands for such an efficiency 
investigation were made by large 
mail users during exhaustive 
hearings last spring before com- 
mittees of both houses of Con- 
gress. The House voted $25,000 
for the investigation. A more 
ambitious Senate plan, involving 
$150,000 for business engineers 
and accountants, was lost in the 
rush for adjournment. 

To keep expenses down, the 
House committee will draw on the 
accumulated studies and expe- 
rience of top transportation offi- 
cials, mail users and others who 
have data on the distribution of 
mail. 


Will Visit Major Cities 


Committee members will take 
testimony in centers such as St. 
Louis, New York, Chicago and 
Philadelphia. The full committee 
will continue hearings here as 
soon as Congress convenes for the 
next session. 

As a special problem, the ac- 
counting and cost ascertainment 
systems of the Post Office De- 
partment will be examine’ by 
“qualified accountants.” 

In seeking a fiscal balance and 
improved service, Chairman Rees 
said the committee will ask postal 
employes and mail users for sug- 
gestions which will lead to an in- 
crease in the volume of revenue 
producing services rendered by 
the department. 

He indicated the committee 
would seek management engi- 
neering surveys to standardize 
personnel utilization, set work 
load standards and improve han- 
dling in the transportation and 
delivery of mail. He said special 
attention will be given to account- 
ing changes which will assure 
that the department receives 
proper credit for nearly $100,000,- 
000 of services which it performs 
for other government agencies. 


Commerce Revises 
Market Indicators 


“State and Regional Market In- 
dicators, 1939-1945” has just been 
issued in booklet form by the De- 
partment of Commerce, as a revi- 
sion and enlargement of a similar 
volume published in 1944, which 
covered the period 1939-43. Copies 
are available at 20 cents each from 
the Superintendent of Documents, 
Government Printing Office, Wash- 
ington 25, D.C., or from field offices 
of the Department of Commerce. 

The booklet, 
tables, 
ures of the geographic shifts in 
economic activity during the war 
period, with yearly comparisons 
with the base year 1939. 


Schedules Fashion Show 

The Fashion Group of Los An- 
geles will present its second Cali- 
fornia Fashion Futures shew, the 
first since the war, on Oct. 20, at 


in Los Angeles. The annual Los 


Show. 


Handles Coty Products 


Coty cosmetic products, for- 
merly distributed in Canada by 
Herdt & Charton, Inc., Montreal, 
are handled by a newly formed 
company, Coty (Canada) Ltd., 
2027 McGill College Ave., Mon- 
treal. Managing director of the 


containing 50/| 
includes a series of meas- 


the Earl Carroll theater-restaurant | 


Angeles market week, previously [ 
held in mid-September, has been | | 
moved to a month later to coor-| 

dinate with the Fashion Futures | | 


new company is Andre Ligne. | 
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Garod Corporation 
Doubles Ad Budget 


New York — Garod Radio Cor. 
poration, making its first bid for 
the FM and television market, 
will spend ,approximately $500 - 
000 for advertising this year. 

Most of the budget —almost 
double that for ’46—will be spent 
to push a new line of products 
introduced by the company here 
last week. W. M. Weintraub, 
Garcd president, has estimated 
(AA, July 28) that the company’s 
output for °47 will be up 100% 
over last year. 

The drive will tee off with 
newspaper advertising in key 
cities, timed to coincide with the 
release of new units. This na- 
tional advertising will be followed 
by dealer cooperative copy in 
local papers. 

Magazine advertising to sell the 
fall models is scheduled to break 
early in October. Shappe-Wilkes, 
Inc., is the agency. 

The company will cooperate 
with dealers on their own radio 
advertising, but plans no pro- 
grams of its own at this time. 

Starlet —a three and one - half 
pound personal portable, priced at 
$29.95—is to be featured. Also in 
line for special play is the Rad- 
alarm, an alarm clock, two-color 
radio ($39.95) which turns on the 
radio at the hour set rather than 
ringing an alarm. 

Garod’s first television set will 
be in the hands of dealers within 
two weeks. A combination tele- 
vision-FM-AM-phonograph  con- 
sole, it is priced at $695. This 
will be followed by a less ex- 
pensive model—a television re- 
ceiver only—to sell at $450. 


American Network 


Adds Five Stations 

Effective Dec. 1, Station WRWR, 
Albany, will join American Broad- 
casting Company, replacing 
WOKO. On Oct. 1, Station KFDK, 
now being built in Wichita Falls, 
Tex., with a power of 5,000 watts 
day and 1,000 watts night, will 
affiliate with ABC. On Dec. 7, 
WRUM, Utica, N. Y., 5,000 watts 
day and 1,000 watts night, will 
join the net to replace WGAT. 

Two new affiliates, KIT, Yak- 
ima, Wash., 1,000 watts, and 
WILM, Wilmington, Del., 250 
watts, will be added to ABC in 
September. 


Schedules Pudding Drive 


Melamed - Hobbs, Minneapolis, 
has been named to handle a na- 
tional campaign for Old English 
Style puddings, manufactured by 
Leonard Frank Company, 5%. 
Paul. Beginning with early fall 
issues, copy will appear in The 
American Weekly, Good House- 
keeping, Ladies’ Home Journal 
and This Week Magazine. Pub- 
lications in the food field will 
also be used. 
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WIVES MUST HAVE THE INQUIRER 
TO PLAN THEIR SHOPPING 


ae 


FOURTEEN-YEAR Today The Inquirer holds first pl ith 
ie Tele oer a € inquirer noidas firs ace wl women 
RTISING LEADERSHIP j . 


3s ig 


ay 


ui, WOE ie me: ; | in Philadelphia. They prefer it for a clear presenta- 
nsecutive year of ad | 
adership in Philadelphia...a _ 
hip which today inch ‘ planned to inform, aid and amuse the housewife, 


tion of the news. They prefer its features, skillfully 


gy ++: all retail stores in the 


| gate, as well as national, . s is reflected in advertising results; and today The 


- cialty shops, men’s clothing stores _ matron or business-woman. This clear preference 


Inquirer is first in advertising linage in America’s 


3rd market. 


TELL IT IN THE MORNING...TELL IT IN 


Che Philadelphia Anguirer 


National Advertising Representatives: OSBORN, SCOLARO, MEEKER & CO., NEW YORK, CHICAGO, PHILADELPHIA, DETROIT; FITZPATRICK & CHAMBERLIN, SAN FRANCISCO 
Member: AMERICAN NEWSPAPER ADVERTISING NETWORK; FIRST 3 MARKETS GROUP; METROPOLITAN GROUP COMICS; 


METROPOLITAN GROUP GRAVURE 
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Rennie Leaves KCRG 


NOW OVER 


90,000 


CIRCULATION (CURRENT AVERAGE) 


- TI We. esa pected to begin operation this fall, 
ST. JOSEPH NEWS PRESS to become director of the Alumni 
St. Joseph Ouzette 


Association of Cornell College, 


manager of Station KCRG, Cedar | 
Rapids, owned by the Gazette 


| | 
Orville Rennie has resigned as | Dealers Won { 
Publishing Company and_ ex- Buy, So Sports 


4 | The line was a good one, and, with a good product who wa: ip 
Mt. Vernon, Ia. Makers Go Direct /'met good response from the trade,|about the same position So. . 


Pa 
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|ucts of its own. )in big demand, but all dealers h; ¢ 
So Walter G. Earle, who owns|too much wartime “junk” a) 4 

the business, developed a line of were afraid to touch anything th 

| bait casting rods, which he labeled | wasn’t a sure-fire staple. 

Sou-Wester, and proceeded to sell! Knowing his own position, 

| through the usual jobbing chan-| Earle reasoned that there n 

|nels to the sports goods trade. somewhere be a reel manufactu =; 


‘until this year. Then Mr. Earle|west was in. He scouted ar 


Cuicaco—There’s an interesting |Tan up against the same problem |a bit, and discovered that Fr 


PHONE ‘example of postwar merchandis-| that has plagued manufacturers | Reel & Specialty Company, Fr: 


ser 
er, 


a ee 


; : : “ ” | j lines: dealers, with 
ee 7 . - ing difficulties for “new” manu-|!" SO many 1 : ’ 
ee Whitehall 5355 |facturers in the experience of a| Visions of a big recession mount- 


* : : > 
is Chicago sports goods manufac-|ing on the horizon, refused to 
! r turer, which is undoubtedly being | >UY- 


Wanted Sure-Fire Items 


i, duplicated throughout the coun-| 
la 7 bet vA try. 
0 W - U p S t) t) t) Southwest Metal Products, on In Mr. Earle’s case, jobbers and 
oF oe Saas 


° Chicago’s southwest side, has been | dealers told him, in some cases, 
Miilios INC making metal specialties under | that it was purely a matter of in- 
‘i ; ‘ contract for a good many years.| ventory and they couldn’t load up, 


CHICAGO | During the war, it turned out pre-| but in others they insisted that 
cision airplane parts, and as part| there was no point in buying rods 


_Mich., was having exactly his 
| kind of trouble. The com) any 
| had turned to reels after the var 
| was making a good product, but 
|the trade was having practically 
‘none of it. 

Earle made a deal with Fraser 
to overcome the objection to buy- 
ing either a rod or a reel when the 
other is difficult to obtain. And 
two weeks ago he sent out a lettey 
to fishing tackle dealers which 


*540 N. MICHIGAN AVE. 185 N. WABASH AVE. *&410 N. MICHIGAN AVE. #111 E. DELAWARE ST. | 


|of its postwar planning, the com-| when they couldn’t get reels. The laid his problem, and his at- 
| pany decided to have some prod-| old-time leaders’ goods were still|'€™Pted solution, right on the 


line. 


“To our great delight... 


“If California lies beyond those moun- 
tains we shall never be able to reach it,” 
wrote weary John Bidwell, leader of the 
first overland emigrant train in 1841. But 
the next day his diary records, “We had 
gone about three miles this morning, when 
lo! to our great delight we beheld a wide 
valley ... Joyful sight! Hundreds of ante- 
lopes in view! Elk tracks, thousands! The 
valley of the river was very fertile, and the 
young tender grass covered it like a field of 
wheat in May...” 

The El Dorado of the early emigrants 
was the rich green valleys of California 
which today yield crops far greater in 
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value than gold ... and the cornucopia 
through which much of the wealth pours 
is San Francisco. 

For the Bay Area is the hub and focus 
of the five great Central Valleys. 


Largest is the San Joaquin, 250 miles 
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world’s production of sweet prunes. 

These five valleys have 78% of the 
state’s cultivated acreage, 68% of its farms, 
could feed two-thirds of the U. S. ... 
include six of the ten U. S. counties highest 
in gross farm income ... have an annual 
income in excess of $1.25 billion! 

State axis of agriculture, San Francisco 
has the hankers, stockholders, brokers, 
commission houses, truckers, shippers, 
processors, exporters . . . headquarters of 
sales, research, and some twenty-eight 
Federal and State agricultural agencies... 
and jobs, income and profits. 

Because Central Valley’s agriculture is 


> 


omg 


big business, it’s a big news field for The 
Chronicle ... and the business men on 
California farms follow The Chronicle as 
closely as executives on Montgomery St. 

Local in its ownership and interests, 
The Chronicle has inside angles, City Hall 


savvy, small town awareness 


long, 40 miles wide, with 8,400,000 < 
acres of arable lands, a third of the \ that satisfies Constant Reader, 


state’s total... The Sacramento, 
175 miles long, 30 miles wide, 
has 5,200,000 acres; yields citrus, 
nuts, olives, cotton, truck crops, ‘ 
grain, rice, cattle, sheep, hogs, poultry. 
The Santa Clara, forty-five miles south 
of San Francisco ... Sonoma and Napa 
to the north produce grapes, field crops, 
prunes and apricots; and with the upper 


Sacramento, account for about 95% of the 


Xs vf X 


takes care of Taxpayer, and 

‘ backs up Pro Bono Publico 

... keeps up on the schools, 

sports, social events, women’s 

clubs, recreations, suburbia, packs away 
thirty to forty nuggets of local news, many 
exclusive, per issue . . . holds housewives 
who mob Market Street stores on sale days, 
has the business man believing it’s his 
particular paper... yet gives probably the 


most comprehensive coverage of general 


\ se Francie Chronicle 


Sawyer, Fercuson, Waker Co., National Representatives 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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“Today’s jobber and retail buy- 
ing practices—as you know—are 
tough on the manufacturer,” his 
letter said. 


Response Disappointing 


“We brought out a new and 
readily salable line of bait casting 
rods in a wide price range. The 
response to our offer of these rods 
through regular channels was dis- 
appointing, to say the least. 

“Chief excuse has been that the 
shortage of good reels at a reason- 
able price made it inadvisable t 
stock our rods, in any quantity. 
== | “Today we have both reels anc 
4 rods in limited supply—and be- 
cause of the lateness of the sea- 
son and restrictive buying policie: 
. referred to above, we are offering 
our stocks through advertising in 
|metropolitan newspapers, as at- 
| tached. 
| “We prefer to sell through 
|dealers—and where dealers get 
| requests for our rod-reel combi- 
|nation, we will supply the demand 
| at 40% off list. This offer is open 
_to dealers only, and only ir ~ea- 
|sonable quantities. 

“Newspaper advertising will be 
continued through August. It will 
be supported by our regular na- 
| tional advertising activities.” 


| 


Tests Copy in ‘Times’ 


Then he broke 210-line copy in; 
the Chicago Times on Sunday and 
Monday, July 20 and 21, with a 
special combination offer of rod 
and reel—$29.50 value— at $23.75 
on a money-back guarantee, list- 
ing his factory address and stress- 
ing “three ways to buy” in the 
;coupon: “Clip coupon — phone 
come in.” No mention .of avail- 
ability through dealers is made 

The copy, jointly supported by 
Southwest and Fraser, will con- 
tinue in the Chicago market, and 
|if results are at all satisfactory, 
will be extended to other areas. 
Already results have been g:0d 
enough to warrant expansion to 
the Chicago Tribune. Both com- 
panies still intend to sell thro gh 
regular trade channels, if tiey 
can get dealers to order in 1a- 
in books, banks, and bonds. |Sonable quantities. In the m¢ si 

Read by one-third of the city’s families, | 9% Bhse~4 ae. pager ; 7 
| snap the trade out of its bu: ing 
| lethargy. 

MacDonald-Cook Company, ( hi- 
cago, is handling the advertis ng 


Cuts Classified Sectio: 


A further curtailment of ne vs- 
print has made it necessary [0! 
| the Oregonian, Portland, Ore 
| eliminate, temporarily, all cl ‘s!- 
| fied advertising from its Mo: 

issues. The Saturday class 
section was dropped some mo 
|ago because of newsprint sh 
| age. 


news West of New York, is indispensable 
to Northern Californians who want to be 
well informed, has its editorials watched 
in Washington, London—and Moscow! 

It’s popular enough to make a major 
medium for the city’s big stores, and most 
of the best retail advertisers. . . carriage 
trade enough to sell jade for Gump’s, 
charge customers of I. Magnin...leads 


one-fourth of those in the four adjacent 
counties, The Chronicle is big enough 
to get acceptance for brand products in 
corner stores and chains, get action for any 
national advertiser with a good product. 


A Chronicle representative can show you 


how The Chronicle matches the market— 


and your program—in San Francisco! 


Joins Mme. Rubinstein 

Virginia Burdick, formerly v 
the Fred Eldean Organizat 
New York, has joined Hele 
| Rubinstein, New York, as ass! 
|ant to the public relations dir« 
| tor. 
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Ever notice how a woman can think of a hundred things 
to do in little domestic emergencies that leave her startled Better Half 
wringing his hands in indecision? We suspect this is an 
acquired characteristic — acquired because she goes through life 
seizing upon every scrap of living lore that comes 
her way and storing it up in case she can ever apply it personally. 


This quest extends from ways to keep the house from burning 
down to ways to keep the in-laws from burning up. And she 
pursues it endlessly — especially in the magazines she chooses to read. 


We like to think that the extraordinary success of our magazine 
springs from a recognition of this omnipresent feminine characteristic. 


We think that in the Journal women find more values for 
living. And since they read to live, many advertisers tell us they believe 
their messages in the Journal share this special living scrutiny. 


"Never Underestimate the Power of a Woman" 
may have started as a solo; today it is practically a chorus. at 


Radusn Downe. 


JOURNAL 
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Advertising 


THE NATIONAL NEWSPAPER 

Trade Mark Registered 

Issued every Monday by Advertising Publications, Inc., 100 E. Ohio St., Chicago 11 

(Del. 1337), 330 W. 42nd St., New York, 18 (Br. 9-6431), National Press Bidg., Washing- 

ton 4, D. C. (Re. 7659). European Headquarters, 2 Gt. Bushy Drive, London N. 20 

(Hillside 1137). G. D. CRAIN JR., president and publisher. S. R. BERNSTEIN, C. B. 

GROOMES, O. L. BRUNS, J. H. REARDON, vice-presidents. B. ‘G. REHM, treasurer 
Member Audit Bureau of Circulations, Associated Business Papers, 
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Maurine Brooks, Frances Jameson. Chi- Halsey Darrow, Robert Snow, James C. 
cago: Murray E. Crain, Emily C. Hall, | Greenwood. 


ae Jeanne Scharnberg, | Chicago: ©. 1. Bruns, Western Adver- 
c : Bai ¥ ie tising Mgr. J. F. Johnson, J. C. Gafford 
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librarian, Elizabeth G. Carlson Los Angeles (14): Simpson-Reilly Ltd., 
Correspondents in All Principal Cities. Garfield Bidg., Walter S. Reilly, Mgr. 


Age 


ARKETING 


10 cents a copy, $2 a year in the United States. Foreign 
postage extra. John H. Reardon, circulation director. 


The Four A’s Proficiency Tests - 


The American Association of| experience and to those with no 
Advertising Agencies deserves a experience whatever, promises to 
sincere pat on the back for the! bridge a gap of serious conse- 
system of general aptitude and | quence; to provide a necessary 
knowledge tests which the Four| means by which youngsters who 
A’s inaugurated this year, after | have aptitude and perhaps knowl- 


=e 
man © 
&: 


ioe a 


“In keeping with the present trend toward lower prices, let's SLASH our prices 
. . « 50 cents a car.” 


| 


| 


two years of preliminary work.| edge, but no “pull,” can work | 
Papers of the 544 candidates who) their way into the business; to! 


took the examination in ten cities| give agencies a better than nor- | 


are now being graded by a psy- | mal opportunity to pick competent In War's Wake 


chological laboratory and groups, personnel; and to solve, in a large | Many a company must have 


of agency experts throughout the degree, one of the really serious | considered the possibilities of re- 
country. |public relations problems of the| porting in book form what hap- 


When they are graded, records | agency business. 
of successful candidates will be| Four A’s members in ten cities 
distributed, with the permission | cooperated in.the tests which were 
of the candidates, to Four A’s| given in June, and a good indica- 
member agencies in each area.| tion of the need for such tests is 
Which means, we suspect, that the fact that 77% of all who were 
most if not all of the successful | accepted 
candidates will be offered jobs by | actually took the tests and paid 
one agency or another. | the $15 fee to cover expenses. Of 

Adoption of this system of open | the 544 who were tested 86% 
examination, operated locally by| were men, 78% were under 30, 
chapters and groups of Four A’s|and 56% were college graduates. 
members, marks a more impor- As -was to be expected, almost 
tant step forward for the adver-| twice as many took the copy test 
tising business than most of us | as any of the other tests in the 
realize. | series, the second most popular 

Almost everyone, apparently,| phase of agency work being con- 
wants to get into “advertising,” | tact, plans and merchandising, 
which to most youngsters means | with mechanical production third 
the agency business. Agencies,| and media fourth. Research, lay- 
naturally, want to get the best} out and art, and radio production 


pened to it during the war; one 
|; which has taken the plunge is 
|Mohawk Carpet Mills, Amster- 


‘dam, N. Y., which has published 


“Smoke,” subtitled “The Story of required and the most important|No. 2838. 


(a Fight.” 
| Replete with photographs of the 


|high gear with shots of Pearl 
|Harbor and 
|planes at Hickam Field. 

Mohawk made machine parts, 
support for the control sticks on 
Helleats, parts of radar, off- 
beach winches for LST’s, sighting 
device pins for tanks, canvas, tar- 
paulins, blankets. 

On the home front, Mohawk 
employes donated blood, rolled 
| bandages, collected waste paper 
waited for the end of the war. 

A simple and beautifully-pro- 


’ 


possible new talent instead of just | 
any new talent. Yet, traditionally | 
and actually, it has been all but! 
impossible for the ordinary per- | 


son to break into the agency busi-|to develop similar methods of | York. 


ness. 


The Four A’s examination plan,| tion should prove of inestimable | 


open to those with some agency | 


ities tn thah uniie. duced book, “Smoke” was written | 


hand. This affords absolutely no 
|risk too the seller as far as pay- 
/ment in full is concerned. We 
{make the Bill of Sale and com- 
plete the transaction for you in 
accordance wth the Laws of State. 
|A registered notary public will 
| adjust his seal too the signatures 


| thing of all is there is absolutely 
|no charge for this courtesy. ‘Bring 


for the examination} Mohawk valley and towns in the | Title Get Cash’ is our motto, and| Report No. 4 of the Pittsburg 


| lishment. 


| Come too us when 


|confront you... .” 


Simplicity 
| One of our scouts was dutifully 
|reading her way to advertising 
| knowledge in Warwick & Legler’s 
| spritely “Ad Quiz,” when she ran 
| across the sentence complete. Net- 
| works had been asked about tele- 
| vision costs compared with radio 
'costs, and each was giving an 
|answer. ABC’s led off so suc- 
cintly that we’re reproducing it: 


We hope that other organiza- 
tions in the advertising and mar- 


|'by Reginald Harris, designed by 
| Loy Baxter, printed by Howard 
Coggeshall in Utica, and bound 


| “All television experimentation 
| thus far indicates that the cost of 


| programs will be considerably 


keting fields will find it possible|by Russell-Rutter Company, New | Digher than the cost of radio be- 


testing job applicants. Such ac- 


value to the entire business. 


The Old Merrv-Go-Round 


We have believed, quite firmly, | 
that a depression so widely ad-| 
vertised as the one that’s “com- 
ing” in this country could not| 
arrive. Now we are not so sure. 

We are not so sure because we 
are beginning to suspect that too 
many people believe that a reces- 
sion— some time —is inevitable. 
Instead of trying to head it off by 
sound practices, they have de- 
cided to ride the crest, first, be- 
cause they’re sure present condi- 
tions won’t last; and second, be- 
cause they believe that if they can 
pile up profits or reserves now, 
they’ll be able to weather the 
blast more easily. 

As a consequence, we see both 
labor and business, to a startling 
degree, indulging again in a get- 
all-the-traffic-can-bear race, with- 
out regard to the simple facts of 
the situation. We see inflationary 
factors like the immediate cash 


/payment of terminal leave bonds 


and the scrapping of credit re- 
strictions being welcomed as shots 
in the arm, without regard to the 
soundness of providing added 
stimuli to an economy which in 
many respects is already too well 
stimulated. 


We discover, for example, that) 


Its binding fabric was a 
| war product of Mohawk Mills. 

On a more elaborate scale, 
| Whittlesey House has just pub- 
lished “Men and Volts at War,” 
the story of General Electric 
Company’s operations during 
World War II. It was written by 
John Anderson Miller and pub- 
lished at $3.75. Covering the ex- 
ceptionally wide variety of war- 
time activities in which G-E was 
engaged, not excluding atomic 
weapon development, the book 


|siderable value to amateur scien- 
tists and historians. 


retail coal prices have been ad-| 


vanced about $2 a ton, retroac- 


tively, while at the same time a| 


competent business observer as- 
serts that John L. Lewis’ men, de- 
termined to pass the onus for in- 
creased coal prices on to the op- 
erators, are now actually produc- 
ing more coal in their shorter 
work week than they did before 
the wage adjustment 

We see practically everyone 
rushing madly to gain a tempor- 
ary advantage of some sort, and 
to hell with the long term. And 
we don’t like what we see. 


Ah, Take the Cash 

A friend with a new car re- 
cently received the following let- 
ter, which is reprinted without 
alterations: 

“This letter is solely for indi- 
viduals such as yourself who have 
cars too sell. We have started 
something new in financing that 
our firm feels will be of service to 
you. We finance private party 
car sales at no cost whatsoever to 
the seller. 
have a buyer for your automobile 
that wishes too make the pur- 
chase but is financially embar- 
rassed we will put the cash in his 


will undoubtedly prove of con-| 


For example, if you} 


_ cause of the sight factor.” 
| Jottings 
| The Yuma Daily Sun on July 4 
|carried an imaginary story on its 
|front page reporting the signing 
|of the Declaration of Independ- 
ence in Philadelphia, with its 
|story datelined “Philadelphia, 
July 3, 1776.” The story got state- 
wide newspaper and radio pub- 
|licity. . . 
| News leaked out that Petroleum 
| Solvent Company planned to test 
| its Silco crankcase solvent in pints 
at 65 cents (it had previously 
been sold in quarts). Result: be- 
‘fore the test campaign could be 
‘launched, orders poured in from 
jobbers all over the country. . . 
Mailings, Inc., New York, lists 


the objects which are useful for | 


attachments on direct mail: Piece 
of wood, golf tees, keys, metal 
mirror, cellophane, seeds, 
chips, paper clips, horse shoe, 
toothpicks, safety pins, sand, but- 


tons, fish hooks, aspirin, nails, 
feathers, bottle opener, sugar, 
coin.” .. 


Or, as Magazine Advertising 
Bureau said in reporting that Uni- 
versal - International Pictures 
would up its magazine budget 
300%: “Egg Ads Hatch Socko 
Biz; Upix Triples Slicks.” . 
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Advertising Age, August 4, 194 


The following documents may pg 
secured without charge from coy, 
panies sponsoring them, or thr: ugh 
ADVERTISING AGE, by any nat)ona] 
advertiser or advertising agency 
executive writing on his busines. 
letterhead. Address ADVERTisind 
AcE, 100 E. Ohio St., Chicago | 
Il. 


No. 2834. The Story of La Revud 
Moderne. 
Pictures and tables tell the story 
of La Revue Moderne, the Frenge| 
Canadian magazine—its staff, pol 
icy, circulation and market. 


No. 2835. Poultry Market Data 


In this loose-leaf folder, Poul 
try Supply Dealer shows the scopd 
of the poultry industry and the 
publication’s coverage of it. Mapg 
indicate number of farms ani 
acreage, number of chickens anj 
other pertinent information. 


No. 2836. Your Most Importan 
Customer. 

The Open Road lists teen-agi 
boys’ use and choices of a wid 
variety of products in this repor 
of a survey of subscribers. 


\No. 2837. Representative Su 


cessful Transitads of 1946-4 
National Transitads’ 40-pa; 
ibrochure contains selections 
'128 agencies, representing wo 
\done for 196 advertisers, showir 
techniques and copy slants us 
jin successful Transitads of 194 
land 1947. 


Continuous Consume 
Brand Survey of Grocer 
Products. 


_prewar era, the story shifts into| also a by-word with our estab-/|sin-Telegraph’s continuous con 


sumer brand inventory presents 


the wreckage of| financial problems such as this/¢y)) year’s findings by quarter 


‘with product classifications chart 
ed to show ups and downs of in 
|dividual brands for the past yea 


No. 2839. Can You Top This f 
Coverage? 

Engineering News-Record an 
Construction Methods show, 
this booklet, case history evidenc 
of top coverage of the importar 
buying influences on 20 typicé 
engineering construction project 


No. 2840. The Double Life 
Popular Science Monthly. 
Based on an extensive reader 
ship survey, this report contain 
'an analysis of Popular Science 
market in relation to industria 
sales and retail sales of hand an 

| power tools. 


No. 2841. How TVA Powers Ten 
nessee with Extra Buyin 
Power. 


Mid-South Dailies of Tennesse¢ 
and the market they cover ar 
|discussed here, with county sla 
‘tistics and newspaper data fo 
|each member of the group. 


| 
|No. 2842. Farm Equipment Job 
| bers and Distributors. 
| This Farm Implement Jews 
booklet lists over 750 farm eculp 
ment jobbers and distributo’s 4 
. S., Canada and Hawaii. 


No. 2815. Five Years of Je elt 
Tax by States. 

NJ (National Jeweler) tabi lat 
excise tax receipts by states an 
territories, 1942-1946, indict 
the development of the jey ell 
industry in each state, as we 4 
in the nation as a whole. 


No. 2789. The Most for Your 

In this folder Boot & Shoe *¢ 
corder shows how it stands 9 
circulation and renewal perct 
ages, 1939-1947, analyzes its « ' 
erage of the shoe industry, its 
vertisers in 1946, and rates. 
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in CIRCULATION 
in ADVERTISING 
in LEADERSHIP 


A recognized institution for T years by the following leading manufacturers of building products: : 


Abesto Manufacturing. Coro 
Sdensite Company, tnc 
Aetna Plywted & Yaenuer 
Aetaa Steal Products Corp. 
Air-Thte Windew Stay Co 
OLth-Prouwke,” hive 
Aten W Steal Co. 
Alte Tie Conmpany 

mn Laberstories, Inc. 
Stuntagmn Window Corp. 
Anon Aaticatture! Chemice! 


Cabinet Hardware 


anericat 
ofS 
‘cen Central Div, 


® Floor Surfacing Machine 


Smertcan Lomber & Treating Co. 
American Roof Trugs Co 
\ndersen Corpotetion 

onthHMydro Waterproofing Co 
\rcher-Daniele-Midlend 

he Armstrong Ce. 

crmstrong Cork Co, 

tvey Corporation 


$ ; Y Metals Company 

 & W &rick & Materials Co. 

ser-American Windew Co. 

orber-Greene Company 

-erret?: Division 

ennett-ireland, Inc 

jerry Door Corporation 

_esser Manufacturing Ce 

-ostwick Steel Lath Co 

oyle-Midway, fine 

‘radley Lumber Co. of Arkansas 
er Bros... Whiting & Ca. 

irick & Glay Record 

jruce, & L. Company 

He Manufacturing Co 

3uilding Supply News 


abet, Samuel, inc. 
caldwell Manufacturing Co. 
Jarlson & Sullivan 

varney Company, inc. 
arr, Adams & Collier Co. 


in Co, of America 


Because in this issue manufacturers recognize the value of giving their dealers the fullest descriptive information 


NEVER 


IMITATED 


SUCCESSFULLY 


The only book of its kind 


advertised throughout the 


year to dealers and their 


contractor customers. 


Ceco Steet Products Corp. 

Celenese Corp: of America 

Celotex Corporstion 

Ceraseal Chemical Corp. 

Chain Self Samesey 

Chepmen Chemi¢tal Co. 

Chicopeq Manvulacturing gs 

Clarke Sanding Mochine " 

Classified Ads 

Cleveland Lock Works 

Clinton Metallic Paint Co. 

Columbia tadusteies 

Conco Engineering Werks 

Concrete Transport Mixer Co 

Consolidated tron-Steel Menuface 
turing Co 

Continental Stee! Carp. 

Copco Stee! & Enginesring Co. 

Creo-Dipt Company, ine. 

Croft Steel Products, tne. 


Denniston Compan 

Dennis, W. J. & Co. 
Detroit Metal Products, inc. 
Detroit Steel Products Co. 
Devoe & Raynolds Co., Inc. 
DeWalt Products Corp. 
Dobeckman Company 

seen J Brothers Company 
Douglas Fir Plywood Association 
Dumpcrete Div 

Durham, Donald Company 


Elliott Paint & Varnish Co, 
Eubank & Son, 1. H. 


Fastener Corporation 

Fence Company of America 

Fibre Conduit Company 

Firecraft Corporation 

Fir-Tex 

Fleming Manufacturing Co., inc. 

Fletcher, Terry Company 

Fiex-O-Gias Manufacturing Co 
(Warp Gros.) 

Flintkote Company 

Flush Wall Radice Co. 

Flynn Manufacturing Co., Michael 

Ford Metal Moulding Co. 


. 


THE BUILDING PUBLICATION WITH THE LARGEST 
~ INUMBER OF ADVERTISING PAGES IN A SINGLE ISSUE 


SCHEDULED AGAIN for JAN. 1948 


LAST YEAR’S ISSUE WAS THE LARGEST... 


Largest volume of advertising in history—337 pages 
Largest number of advertisers—259 firms 
Largest number of Paid Subscribers 

Total Distribution—20,000 copies to Dealers and Wholesalers 


THIS YEAR'S ISSUE PROMISES TO BE AN EVEN BISGER SELL-OUT 


This is the Directory that is universally acknowledged by dealers and manufacturers 
as the most valuable book of its kind published. 


Dealers use it all year as a buying guide. It lists 15,000 product buying possibilities, 
shows 500 construction tables and estimating data, 2,500 brand names, with names 
of manufacturers, 1,600 wholesalers of bu'lding products. 


Your catalog in the BSN Directory works for you every day — while your salesmen 


are somewhere else. Be certain your Cata!og material is in the original Directory that 
because of the functions it performs has universal acceptance and usage. Reserve 
space for the 1948 Directory before October Ist. 


BUILDING SUPPLY NEWS, 5 SOUTH WABASH AVENUE, CHICAGO 3 


Ferd Motor Company 

Ford Roofing Products Co. 
4.Most Steres Company. inc. 
Fronts Manufacturing Co. 


Gabric! Steei Com: 
Gartlinghouwss Co., * 
Gate City Sath & Door Co 
Getty & Company, 4 
Gibos Boerdtile mouny 
Gilman Brothers Compan 
Grasd Rapids Harcwere be 
Greost Lektes Sieve! Corp. 
Greee & Son 

Guilt Wates Gyprwm Ce. 


HM & R Machine & Tool Co 
Harbor Plywood Corp. 
Harnischfeger Corporation 
Heatilator, inc, 

Hines Lumber Co.. Edward 
Holm's Manufacturing Co. 
Home Ola Corp 

Hope's Windows 

Horn Company, Inc., A. ©. 
Horton Manufacturing Division 
House & Garden 

Hudson Manufacturing Co., 4. 0 
Hyster Company 


ideal Brass Works, inc. 
Ideal Hanger Company 
Insulite 

international Steel Co. 


Jaeger Machine Co 
Jeschke Wire & Specialty Co. 
Johnas-Manville Corp 


Kay-Tite Company 

Keasbey & Mattison Co. 
Keystone Varnish Co. 
Keystone Stee! & Wire Co. 
Kimberly-Clark Corp. 
Kol-Master Corp 


Lawson Company, F. H. 
Legion Stainless Sink me 
Libby-Owens-Ford Glass Co 


tittle Burner Co,, H.C, 
Lockport Cotten Batting Co 
Lockwood Hardware Mig. 
Legen Company, fnc 
Louden Machinery Co 
Louisville Cement Co. 

Lowe Brothers Co. 

Lyon Metal Products, inc. 


Mack Products 

Majestic Company 

Malt Teo! Company 

Malta Mfg. Co 

Merquatte Cement Mfg. Co 

Marsh Wall Products, inc. 

Meson Construction Co 

Medusa Portiand Cement Co. 

Menge! Company 

Merchandise Factors, inc. 

Mesker Brothers 

Metal Buliding Products, inc. 

Metal Crafters, inc 

Metal Trims, inc 

Milcor Steel Company 

Milwaukee Power Fovioment Co, 

Mineral Pigments Corp, 

Molly Corporation 

Monarch Metal Weatherstrip 
orp 

Moore, Goodloe E. 

Morrison Steel Products, inc. 


Nationa! Clay Pipe Mfars., Inc. 
Nationa! Gypsum 

National Lock Co 

National Mortar & Supply Co. 
National Plywoods 

New England Carbide Tool Co 
New York Wire Cloth Co. 
Nichols Wire & “eel Co. 

Nu Tone, Incorr wrated 
Nu-Wall Mig. Co. 


Outdoor Oven Fireplace Co. 


Pacific Plastic & Mtg. Co 
Pecora Paint Co. 
Penn Metal Company, inc, 


Penn Supply & Metat Corp. 

Perfection Steel Body Co. 

Porma-Jack Corporation 

Pittsburgh Plate Glass Co 
(Columble Chemica! Division) 

Pittsburgh Plate Giess Co. 
(Glass Division) 

Pittsburgh Plate Glass Co, 
(Paint Division) 

Ponderes® Pine Woodwork 

Porcelain Metals Corn. 

Poultry Tribune 

Practical Bullder 

Premier Metal Products Corp. 

Prestile Mig. Co 

Prima Products, inc. 

Puritan Cardage Mills, tac 

Pyramid Mouldings, inc 


Reardon Company 

Red Cedar Shingle Surese 
Red Devil Tools 

Reynolds Metals Co. 
Richkraft Company 

Rilco Laminated Products, tnc. 
Robinson Clay Products Co. 
Roddis Lumber & Veneer Co. 
Ross Carrier Company 

R. O. W. Sales Co. 
Ruberoid Company 
Rubberset Company 


S$ & W Mouiding Co. 

St. Paul Corrugating Co 
Savogran Compan 

Schalk Chemica o 

Selby, Battersby & Co 
Seneca Wire & Mfg. Co 
Sheffield Bronte Paint Corp 
Sherwin-Williams Co 

Sicea Soya Paint Co 

Silent Holst & Crane Co 
Sicatkraft Comoany 

Smith Corp... A. © 
Sol-O-Lite Mfg. Co 
Southern Barbeque-Gril! Co. 
Standard Dry 
Stanley Works 


all Products, inc. 


Fie ae 


Startine, Incorporated 

Ster Paner Fastener 

Stewart fron Works Co. tre. 
Strand Bulidiag Products Co. 
Stran Steal Division 
Superior Firaplece Ca, 
Swartwout Company 


Tamms-Silica Ce, 

Tavart Company 

Tel-O-Post Company 

Thermai Compeny 

Thern Company, 4. $. 
Trimedge, inc 

Trinity Portland Cement Co 
Trascon Laborsteries Division 
Trascon Stee) Company 
Tylac Company 


United States Plywood Corp. 

— Concrete Pipe Mach 
° 

Universal Sanitary Mig. Co 

Universal Zonolite tnsulation Co 

Upson Company 


Vaco Products Co. 
Vento Steel Products Co. 
Vita-Var Corporation 


Were Bros 
Wasco Flashing Co. 
Werner Company, 8. 0 
Western Pine Atsociation 
Western Reserve Mfg Co 
Westinghouse Electric Corp 
Wheeler, Osgood Co 
Wheeling Furnace Corp 
Wilbur Williams Paint Corp 
Williams & Company, C. & a 
Wilson Foundry & Machine Co, : 
Window Conditioning Co ; 
Woodruff & Sons, Inc., F. # 4 
1 


Yale & Towne Mfg. Co. 
Youngstown Mfg. Co.. Inc. 


Zegers, Incorporated i 
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; eet CHICAGO 


NEW YORK 


LOS ANGELES 


_ Sample Issue 


of New Colorado 
‘Rancher’ Mailed 


DENVER—Sample copies of Colo- 
rado Rancher & Farmer, new 
semi-monthly, were mailed last | 
month to all RFD boxholders in| 
the state. It is the first new state 
farm publication launched in two 
decades. 

The sample issue of 40 pages 
seems to contain about as many | 
advertisements as it can handle. 
Ads are those of companies that | 
have already booked space for 


early fall issues. The first regular | 


issue will be dated Sept. 13.- 
Glenn Buck, associate editor, 
said that response from two open- 
ing circulation mailings far ex- 
ceeded expectations. The publi- 
cation was launched by McKelvie 


Publishing Company, publisher of | 


the Nebraska Farmer at Lincoln, 


Neb. 


| Copies will go to all RFD box-, 


|holders until net paid circulation | 
/reaches 25,000, at which time the | 
|Rancher & Farmer will apply for | 
membership in the Audit Bureau 
of Circulations. 


‘To Kuttner & Kuttner | 


| Berry & Benson, Chicago ies. | 


facturer of Don Barrie clothes 


‘has appointed Kuttner & Kuttner, | 
Chicago, to handle its advertising. | 
| A fall and winter campaign for | 


\the company’s line of men’s 
clothes, with emphasis on eam 


| is being prepared. 


Opens Headquarters 

The Pacific Northwest Trade 
Association, headed by C. B. 
| Lindeman, publisher of the Se- 
jattle Post-Imntelligencer, has 
|/opened a permanent office in the 
| Olympic Hotel, Seattle. 


Names Hartman Agency 

Willy Weidner, New York man- 
ufacturer of women’s shoes, has 
j}appointed L. H. Hartman Com- 


i 


The initial basic page rate is | pany, New York, to handle adver- | 


'$189, or 25 cents an agate line. 


tising and promotion. 


: - ee 


= 


a by popular demand 


[qreaahe announces | 


Arthur C. Nielsen, Chicago researcher, and Arthur Jr. will 
home from Sweden Aug. 20 in time to help the women of the fa 
ily plan the fall wedding of the Nielsens’ daughter Peggy to Mil: 


1 
J. Hamilton. . . John F. Cuneo, pres. of Cuneo Press, Inc., Chic: 


has been installed as chairman of the president’s council of Loy 
University. . . 

Irwin A. Olian, head of Olian Advertising Agency, St. Louis, | nq 
Rosalyn Lucas are planning a honeymoon in Banff and Lake Lo: ise 
following their marriage early this month. . . New president of the 
Executives Club of Chattanooga is Charles McD. Puckette, gen’l 1 gy. 
of the Chattanooga Times. . . 

A crowd of about 4,000 employes and their families jam) eq 
Riverside Park, outside Boston, when Gillette Safety Razor Com- 
pany held its annual outing. Joseph P. Spang Jr., pres., and G. 
Herbert Marcy, v.p., were among the execs on hand for the fun 

Sally Beall, home ec specialist and copywriter of Earle Ludgi: & 
Co., Chicago, was married Aug. 2 to Richard Crane. She’ll ce n- 
tinue in the ad business as a free-lance. . . John L. Taylor, direc, 
of advertising of the War Assets Administration, has been awarded 
a certificate of commendation by Maj. Gen. Robert M. Littlejohn, 
WAA administrator, “in recognition of meritorious service.” . . 

E. R. Boroff, v.p. in charge of ABC’s central division, is chairman 
of the Chicago radio committee for the purpose of organizing the 
American Heritage program and inaugurating the Freedom Train. 
Others on the Chicago radio committee for the campaign, which 
will be launched in September, are John Platt, ad dir., Kraft Cheese 
Co., representing advertisers; Jeff Wade, Wade agency, agencies: 
Art Jacobson, production dir., NBC, directors; Glen Snyder, v.p 
and mgr., WLS, stations; Fran Allison, actress, talent; Phil Bow- 
man, writers; L. S. Schwartz, liaison, Advertising Council, and 
Holman Faust, Radio Management Club. . . 


la 


GOLF CHAMPS—Snapped with trophies won at the first annual golf tourna- 

ment of The Radio Executives Club of New York, held at the Aldecress Country 

Club, Alpine, N. J., are (left to right), Buzz Chapin, WJZ, third place; Irving 

Raskin, WHN, who won the championship, and George Frey, NBC vice-presi- 

dent, second place. Raskin and Frey shot a 78, and had to play a “sudden 
death" round to decide the final winner. 


Stanley Lane, nat’l exec. dir. of the new McAlister ad agency, 
Dallas, directed the Dallas Little Theater’s first summer produc- 
tion, ‘Suds in Your Eye.” He used to be active in dramatic doings 
in Pasadena and Santa Barbara. . . H. Elmer King, of the ad dept 
of the Hartford Courant, has been appointed to a five-year tern 
on the East Hartford Housing Authority. . . 

Martin R. Klitten, partner in Klitten & Thomas, Los Angeles 
agency, who was elected v.p. of Alpha Delta Sigma at the ad fra- 
ternity’s nat’l] convention in Chicago, will center his ADS efforts 
on organizing alumni chapters in the West, and initiating charters 
for western colleges. He’s now pres. of the Los Angeles alumni 
chapter. . . 

Francis Marquis, who writes lyrics and ballads when he’s not 
wearing the badge denoting his presidency of Hicks Ad Agecy 
in New York, wants a collaborator, and is looking for a compc :er 
to set his words to music. .. Luther G. (Boots) Andrews sent ut 
tricky invitations to his annual open house, celebrating, this y:a!, 
the 12th birthday of Andrews Advertising Company, Linc In, 
Neb. . . 

Lloyd E. Yoder, gen’] mgr. of KOA, Denver, accepted the ( -E 
silver plaque on behalf of his station and NBC for “maintai: ing 
during 1946 the most nearly perfect operating record of 10 stat ons 
now or formerly operated by NBC.” .. Niles Trammell, } 8C 
president, and William S. Paley, CBS chairman, have been ele ted 
to the board of the Hospitalized Veterans’ Foundation. . . 

Jack Lyman, NBC producer, and Eve Bohne, formerly of N! Cs 
Hollywood production staff, were married July 19... All the at- 
tendants and the singer and organist were KGW staffers at the 
wedding of Frank Coffin, public relations director of KGW, P '- 
land, Ore., and Miss Jo Schmid... 

Ed Douglas, ed. of the Los Angeles Adclub’s “Blue Pencil,” 124 
hoped to put on some weight in the course of a vacation tri 
Alaska, but he returned five pounds lighter. .. Lloyd Dunn’s 
born July 7, was named David after Dave Fenwick, partne 
Dunn-Fenwick Ad Agency, Los Angeles... 

Abe Berger, director of advertising and publicity for H 
Adolphus, Dallas, has been elected pres. of the Dallas Hotel Gr ~- 
ers. . . Alex Osborn, vice-chairman of the board of BBDO 
chairman of the publicity committee for the Community C! 
campaign in Buffalo and Erie County... 

Maj. Gen. Edward J. Stackpole, president of the Harrisb 
Telegraph, has resigned as commanding general of the Penns. 
vania National Guard. Gen. Stackpole had been active in the gu: 
for 30 years... 
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Brewer to Electric Boat 


Malcolm O. Brewer, formerly 
vice-president and eastern man- 
|ager for Vandercook & Sons, has 
joined the Electric Boat Company, 
|New York, as eastern district 
|manager of the printing machin- 
| ery division. 


y the HOSIERY industry 


RETAILERS © JOBDERS + MANUFACTURERS 


There is only one publication 


covering this industry exclusively 


KNIT GOODS WEEKLY : 
GNE MADISON AVE.» NEW York 10,n.y, Haw Joins Ross Roy 
| Robert F. Shaw has joined the 
‘copy department of Ross Roy, 


MOS 
| GETTING “ 


ollone 
THE LIONS SHARE ? 


How the American Negro _— ten billion dollars annually is a vital 
uestion, to which we will soon have the answer. The Research 
ompany of America is making a brand yreptanee study of the 25 

principal areas inhabited by Negroes in the U. S. This is the only study 

of its kind ever conducted. Reserve your copy on your letterhead now. 

We serve 24 times as many Negro papers as all other representatives. 


INTERSTATE UNITED NEWSPAPERS, Inc. 


NEW YORK @ CHICAGO @ DETROIT 
545 FIFTH AVENUE NEW YORK 17, N. Y. 


| Inc., Detroit. At one time he was 


on the advertising and sales pro- 
motion staff of Fruehauf Trailer 
Company, and in the advertising 
and publicity departments of 
Burroughs Adding Machine Com- 
pany. 


Zenn Kaufman Takes 
Philip Morris Post 


Zenn Kaufman, formerly mer- 
chandising manager of Calvert 
Distillers Corporation, and before 
that with Lennen & Mitchell, has 
been appointed merchandising di- 
rector of Philip Morris & Co., New 
York, effective Aug. 1. 

Mr. Kaufman is author of 
“Showmanship in Business,” 
“Profitable Showmanship” and 
“How to Run Better Sales Con- 
tests.” 


Joins Tractor Company 


Martin P. Vorberg, formerly De- 
troit manager of Compton Adver- 
tising, Inc., has been appointed 
vice-president, director and gen- 
eral sales manager of the Iowa 
Ford Tractor Company, Des 
Moines. 


Clitomotve DIGEST 


100,000 Paid Circulation 


Write for free booklet de- 


s\ scribing the Automotive 


mo Service Market in detail. 


The Largest Paid 
Circulation in the Auto- 
motive Industry 


| 


'on the 


| decrease, 
| gain-loss pattern of recent weeks. 


mate 


WasHINGTON—For the third suc- 
cessive week, ending July 19, 
U. S. department store sales main- 
tained an 8% gain over the cor- 
responding week of 1946, Federal 
Reserve Board reports indicate. 

Dollar volume for the four-week 
period ending July 19 was up 6% 
from the same period last year. 
Sales in the latest week were 217 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Week to July 19, °47* .p217 
Week to July 12, ’47* .228 
Week to July 20, ’46*.201 
Week to July 13, °46* .210 
Month of May, °47...291 


*Not adjusted seasonally. 
pPreliminary. 


index based on 1935-39 
sales volume, down from the 228 


|of the week ending July 12. 


The New York (second), Cleve- 


| land (fourth), and Chicago (sev- 


enth) districts reported gains of 
13%, greatest district advances, 
while Cincinnati, with a 26% in- 
crease in sales volume, led the 
cities reporting. 

Greatest regional loss was that 
of the Richmond (fifth) district, 
down 5%. Salt Lake City led the 
cities reporting losses with a 20% 
continuing its erratic 


Yr.-to-Yr. % Change 
Mo. Week Ending 


| Federal Reserve of July July 
| district and city May 12 19 
UNITED STATES.. 14 8 8 
Boston District ... 16 3 1 
New Haven, .... 10 —9I —11 
hss éioe6 so 15 2 —-4 
Springfield ..... 12 9 20 
Providence ..... 11 8 4 
New York District. 11 rii 13 
jo ee 4 r—l 8 
| APP eee 17 r7 11 
New York ...... 8 r13 16 
Rochester ...... 18 ri5 14 
BPOMOMSS 2.65858 20 14 2 


Fodesel Reserve Figures on Department Store Sales 


Philadelphia Dist.. 18 10 
Philadelphia .... 16 10 ~~ 
Cleveland District. 16 13 j 


POW scsi dteduecs 8 38 
Cincinnati ...... 18 r12 
Clevelana@ ...i.. 14 14 
COMLUMDUS 2.6 64s 10 r0 { 
i | ee ae 15 11 2 
Pittsburgh ..... 18 6 7 
Richmond District. 11 r—4 5 
Washington .... 8 —6 1 
Baltimore ...... 12 --4 —-8 
Atlanta District... 12 r3 1 
Birmingham .... 13 16 * 
RUE aid ece's 3 os 5% 9 4 3 
CE Seo 9 r2 5 
New Orleans.... 11 —3 1 
Nashville ....... 18 3 —F§ 
Chicago District... 19 10 13 
3) ee 23 7 } 
Indianapolis .... 13 5 
OS eae 16 18 
Milwaukee ..... 12 4 
St. Louis District.. 17 12 
Battie Bock .... 8 —3 1 
LOUMVING <«..... 25 21 2 
ee ee 17 11 11 
pO 17 8 
Minneapolis Dist... 8 ° 
Minneapolis .... 7 ad 
as SOD veakeoan 14 ° ’ 
Duluth-Superior. 16 * * 
Kansas City Dist... 11 s 7 
Co) ee 11 10 9 
Ler 3 9 —!) 
Kansas City .... 11 10 i] 
oe ee 14 3 2 
Oklahoma City... 6 —-1 2 
RE. aka ko ei ss 11 8 7 
Dallas District.... 9% 2 1 
oS ENS eee 3 0 er, 
Port Worth .... 13 r7 14 
PROMMEOTD oo 6% Se 00 12 3 0 
| San Antonio .... 15 2 2 
| San Francisco Dist. §& rg r3 
} Los Angeles Area 14 5 3 
ORRIBNG inci cas 7 14 6 
| San Francisco .. 1 1 1 
. SPERM isis s 9 16 8 
Salt Lake City.. 7 12 —20 
S| ee eee 4 6 1 
rRevised. 


|*Data not available. 


‘Names Toland 


Joseph A. Toland has_ been 
named senior marketing consult- 
ant of Market Engineering - As- 
sociates, New York. 


Kelly Opens Sign Firm 

| George Kelly has resigned as 
|advertising manager of Sears, Roe- 
buck & Co.’s store in Malone 
N. Y., to open his own advertising 
sign business. 


THE VERITONE COMPANY 


ane C)FFSET utnocrarny 


57 W. GRAND AVE. * CHICAGO 10, ILL 
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Day in and day out, the men who are responsible for 
Young & Rubicam’s copy, layouts, and radio commercials 
continually harp on one idea: 


The purpose of advertising is to sell goods profitably. 


YOUNG & RUBICAM, INC. 
Advertising - New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 
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544 Candidates 
Took 4 A Exams; 
86% Were Men 


New York—Of 544 candidates 
who spent $15 and two days in 
June to take “advertising career” 
examinations in 10 cities, the 
American Association of Adver- 
tising Agencies reports, 86% were 
men, 78% under 30 years of age, 
and 56% college graduates. 

Nearly twice as many were in- 
terested in copy than in other 
phases of the examination — fol- 
lowed by contact, plans and mer- 
chandising; mechanical produc- 
tion; media; research; layout and 
art, and radio production. 

Seventy-seven per cent of those 
accepted for the examination put 
in an appearance, completed the 
tests, and paid the fee to cover 
expenses. : 

The papers are now being 
graded by a psychological labora- 
tory and a group of agency spe- 


Would you 
like to be in 


“ : " 
0s Who 


A galley list of Wall Street 
Journal subscribers sounds 
like an industrial Who’s Who— 


the men who count in the com- 
panies that count right across 
the nation. 


The latest circulation figures 


show that 20,136 Presidents, 
10,145 Vice Presidents, 8,909 
Department Managers, 12,432 


Company Officials and 433 Pur- 
chasing Agents rely on The 
Wall Street Journal. You don’t 
find such people all under one 
roof unless they have a good 
reason for being there. 


In short, The Wall Street 
Journal has what these readers 
want and need — daily business 
news that’s complete, accurate 
and up-to-the-minute. The Wall 
Street Journal has what adver- 
tisers want—business executives 
in every field and occupation 
of work who can say “yes” or 
“no” on major decisions. 


Put your advertising dollar 
to work in The Wall Street 
Journal and get concentrated 


circulation where intensive cov- 


erage counts most. 


cialists. Records of successful 
candidates will be _ distributed 
soon, with their permission, to 
Four A agencies in each area. 


Figures Incorrect 


Through error, Nebraska 
Farmer supplied the wrong fig- 
ures for the farm publication ad- 
vertising linage tabulation in the 
July 21 issue. June commercial 
linage, excluding poultry, live- 
stock and classified, should have 
been shown as 31,708 instead of 


35,498. The figure of 47 pages 
and 35,624 lines for total adver- 
tising for the month are correct 
as shown. 


Kester Appoints Bradley 


Richard C. Bradley, formerly 
with Foote, Cone & Belding, Chi- 
cago, and Bauer & Black, Chicago, 
has joined William Kester Com- 
pany, Hollywood, as account ex- 
ecutive. NuPak Company, Los 
Angeles, has named the Kester 
agency to handle advertising and 
publicity for its plastic novelty 


line. Trade publications and 
magazines will be used to intro- 
duce the new Handi-Kleen pipe 
cleaner. 


Florists Launch Drive 


for Nurse Recruitment 


Allied Florists of Seattle, rep- 
resenting about 300 retailers, 
wholesalers and growers of 
flowers, launched a_ three-week 
campaign late in July for nurse 
recruitment. Using Advertising 
Council copy, the campaign is 


oo 
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running in daily and community 
papers of the metropolitan area. 
Pacific National Advertising 
Agency handles the account. 


Scovill Names Y&R 


Scovill Mfg. Company, Water- 
bury, Conn., has appointed Young 
& Rubicam, New York, to handle 
advertising of Gripper fasteners 
and other products of its button 
and fastener division. The ac- 
count was formerly handled by 
McCann-Erickson. 


THE IRON AGE 
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* HARDWARE AGE =- 
MOTOR AGE + COMMERCIAL CAR JOURNAL + THE SPECTATOR LIFE INSURANS 
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(947 19 
nity . nationally for Christmas selling to)to the theme, “The only safety | for the World Broadcasting Sys-| Yambert Organization 
oot Record Fall Drive civilian consumers in 1941. razor that makes every shave to| tem and at one time was associ- re) . Hal d 
ing M k R ll R A series of color advertisements | order—You tune it up to suit| ated with the U. S. Office of Edu-| Vpens in Molywoo 
arks OllS AZOPT | wit appear in Life and The Sat-| your face.” The razor is equipped | Cation and the OWI. '. The =e oe posh sarnen 
urday Evening Post starti in|} with an automatic built-in strop- lon, public relations, advertising 
Return to Market 4 rd ty _ Zé . ° ? > and marketing organization, has 
September, and Rolls razor ads/|an one. D t Rej T oe tablished at 840 Sauelll 
New YorK—Rolls Razor, Inc.,| will be placed in Sunday roto- Dorland, Inc., is the agency. avenport hejoins time St. Mattrwead 38. Principals are 
iter- @ will mark the return of the Brit- | gravure magazines and news sec- —_—___—_- Russell Davenport, former .nan- alph Yambert, ti N 
: i ; ; . aging editor of Fortune, campaign Ralp as, Wann ave 
ung Ff ish-made razor to the American | tions of daily newspapers in 26| Columbia Names Wheeler| adviser for Wendell Willkie in the|C°™™ander and former depart- 
ndle @ market this fall with the largest | major markets at the peak of the sans ' ment store advertising executive 
ne : : ? ‘ William A. Wheeler has been | 1940 presidential campaign, and : a 
a concentration of national adver-| Christmas selling season. Store appointed manager of the tran-| later editorial writer on Life, has and agency man; Charles East- 7 
“te ising ever scheduled for the/ displays and mats for local news- | scription department of Columbia | rejoined the staff of Time, Inc.,|™&™ oe ge ye <r A 
1 by [g product in a four-month period. | paper tie-in will be distributed. | Records, Inc., in Hollywood. He|New York, in its experimental with the — .- yg song = 
Y Bj polls razors were last available| The fall campaign will be keyed formerly was sales representative | department. cago; and Hal Hodge, for almost 


20 years a radio producer. 

In addition to the more usual 
activities of an agency organiza- 
tion, the new company plans to 
handle public and employe rela- 
tions, personnel training and other 
internal activities. 


HARVEST JOBS! 


That's Capitalism! And everyone—Capital, Manage- 
ment, and Labor—shares the fruit of venture money 
invested in new or expanding enterprises. Actually, 
the smallest portion goes to the man or woman who 
made the investment. The real harvest is jobs, and 
the wages they represent! 


Permanote to Buckley 


Earle A. Buckley Organization, 
Philadelphia, has been named to 
direct the advertising of Perma- 
note, Inc., Philadelphia, manufac- 
turer of Permanote, a memo pad. 
Business papers and direct mail 
will be used, with general pub- 
| lications to follow later. 


This is a simple truth. But it will not be generally 
recognized as the truth until Capital and Management 
‘present the real story—again ahd again. It’s time 
they began hammering home the fact that Capital, 
Management, and Labor must work together to pre- 
serve the one system that makes possible an ever- 


Offices in Chicago 
>. New York « Detroit 


ca er Ss wae St. Louis « Los Angeles 
rising standard of living for all. ast ae Son Froncisco 
~ so¥ att Zz er 


We, at Chilton, feel that Capital and Management = ———ri 
have a public relations duty to perform. It’s this: 
Make clear to everyone that Capitalism represents the = = BL Al +) 
one practical “Share the wealth” plan, because only ns 

under Capitalism can any wealth be created to be oo 


shared. 
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CHILTON COMPANY (inc.) 


100 East 42nd Street 
New York 17, N. Y. 


"CHILTON 


Chestnut and 5éth Sts. 
Philadelphia 39, Pa. 


Jitices in Ch ogo 


New York « Detroit 


« Los Angeles 
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OFFICE 
SUPPLIES 
To Latin America 
by using 


EFECTOS 
de ESCRITORIO 


Complete coverage of 5000 retailers and 
wholesalers in biggest export market. 
Write for “Your Market’’ booklet. 


250 FIFTH AVE., NEW YORK 1 [=qeq.¥ 


Motheral Promoted 


George B. Motheral, in the 
glass advertising and promotion 
department for the past year, has 
been appointed assistant man- 
ager of glass advertising and pro- 


motion of Pittsburgh Plate Glas? 


Company, Pittsburgh. 


Kayser Advanced 


Julius A. Kayser has been ap- 
pointed assistant to the president 
of Laclede-Christy Clay Products 
Company, St. Louis. He has been 
with the company for the past 
24 years, serving in the research, 
operating and sales departments. 


* There is no substitute for Circulation * 


eee RETAIL JEWELRY STORE IN AMERICA 


WJ reaches monthly EVERY 
Retail Jewelry store in 
America listed by Jewelers’ 
Board of Trade—except very 
small stores listed as ‘re- 
pairers’ — 7,000 more RE- 
TAILERS than are reached 
‘by the second jewelry publi- 
cation——a greater number 
than are reached by all other 
jewelry publications com- 
bined! Total RETAILER -cir- 
culation exceeds 21,000 copies, 


CHARTER MEMBER 


Because jewelry stores epe- 
cialize in small, portable 
“quality” articles exquisitely 
designed for personal oF 
home use — durable articles 
representing not only the 
ultimate in modern design 
but also the maximum in 
gracious living, manufactur- 
ers and importers of all such 
articles should give heed to 
the prestige-advantage ef dis- 
tributing thru jewelry stores, 


CHICAGO * NEWYORK * PROVIDENCE * ST.LOUIS * LOS ANGELES 


Koret Claims Ad 


Promotion Record 
with ‘Life’ Copy 
Says New Series 


Ready Long Before 
NAEA Blast 


San Francisco—Koret of Cali- 
fornia, one of the country’s major 
producers of women’s sportswear, 
has just unleashed what it claims 
is the biggest piece of “ad mer- 
chandising” in the apparel in- 
dustry’s history. 

The advertising itself—a two- 
color half page in the Aug. 4 
Life, isn’t sensational. It an- 
nounces the return of corduroy 
originals by Stephanie Koret. 

But, according to Mrs. Ger- 
trude Smith, Koret of California 


4 advertising manager, the com- 


pleteness with which the new 
Life campaign has been promoted 
and merchandised to Koret’s deal- 
ers across the nation sets a new 
high for garment manufacturers. 


Sends Stores Complete Kits 


It almost takes an overnight 
case to hold the supplementary 
promotional material Koret has 
provided in the Life-dealer ad- 


Slacks and pedal pushers. 


, conditions.” 


*% John S. Knight, 
Publisher 


GREATER MIAMI 


the great, Year-Round Market 


Greater Miami, the tourist mecca, is winning new glory 
in its role of year-round metropolis. Today the nation's 
leading host is also the leading exporter of air cargo. The 
city boasting some of the world's finest hotels boasts, too, 
of the strides made in its huge home-building program. 


Tap the “want power” of this 
ket by scheduling The Miami 


upsurging, year-round mar- 
Herald ... pace setter for 


the state in circulation, advertising linage, and high-gear 


sales-making. 


“AN INTERNATIONAL MARKET” 


vertising kit. Brochure, broad- 
sides, advertisement and editorial 
reprints, publicity releases, win- 
dow display material, point-of- 
sale material, newspaper mats and 
full directions and suggestions for 
use make up the bulging kit. Kits 
are already in the hands of the 
more than 1,000 dealers cooperat- 
ing in this initial drive on cor- 
duroy jackets, skirts, dresses, 


Mrs. Smith told AA that prepa- 
ration of the promotional kits 
cost more than the Life ad. “We 
have done up a package, we think, 
without any loose ends this time,” 
she commented. 

That the trade is taking to this 
new stunt by Koret is evidenced 
oy the dealers’ placing of initial 
orders for 50,000 pieces of the 
sorduroy sports clothes. “This is 
shenomenal when you _ consider 
that these orders were placed in 
May for a drive that begins in 
August,” Mrs. Smith said. * “More 
than one buyer told us that only 
such a powerful promotion plan 
would have gotten them to place 
an order more than 10 days in 
advance in the face of the present 
uncertainty in clothing market 


Koret of California is expecting 
immediate reorders that will total 
more than the initial shipments. 
Its production department is busy 
locating corduroy to meet this 
demand. 


Other ‘Life’ Ads Planned 


All-over publicity in leading 
fashion and women’s publications, 
as well as in numerous news- 
papers around the country, has 
already heralded the coming of 
the new Koret corduroy fashions. 
Al Citron, Koret publicity direc- 
tor, said “We are giving our deal- 
ers something this time that will 
even outshine our recent movie 
tie-ins (AA, March 10). . .” 

The corduroy campaign is the 
first of four new Life ads that 
will be “merchandised” to the 
trade in this all-out manner by 
Koret. The second will come in 
September, and Mrs. Smith, Mr. 
Citron and their respective staffs 
are putting the finishing touches 
to the supplementary work now. 
Mrs. Smith, when asked if the 
Life-Kroger tie-in campaign and 
similar Life-retail drives so 
soundly thumped by a resolution 
passed at the recent NAEA con- 
ference here gave Koret the idea, 
replied that plans for Koret’s pro- 
motions have been in the works 
for more than a year. “We wanted 
to reach the mass market with 
our advertising and to merchan- 
dise this advertising to the deal- 
ers in order to make it work,” 
she said. “After much research 
we concluded that Life was the 
right medium.” 

Koret of California, although 
only eight years old, sold $12,000,- 
000 worth of women’s sportswear 
last year. Abbott Kimball Com- 
pany, San Francisco, is the agency. 


Darworth Buys Cuprinol 
Darworth, Inc., a wholly owned 
subsidiary of Ensign - Bickford 
Company, Simsbury, Conn., man- 
ufacturer of safety fuses, has ac- 
quired Cuprinol, Inc., manufac- 
turer of preservatives for wood 
and rope. David Murray, presi- 
dent of Cuprinol, has been elected 
vice-president of Darworth and 
will serve as general manager of 
the Cuprinol division. Carl D. 
Hullinger will remain as sales 


RETURNS — Chiffon 
tops are added to the heap by D. J. 
O'Sullivan (left), ad manager of Ar. 
mour & Co. soap division, in the "Hint 


soap flakes box 


Hunt of the Week" contest on Ar. 

mour's CBS "Hint Hunt" series. Help- 

ing out is Stuart Dawson, of Feature 

Productions, package producer of the 
show. 


Y&R Catches AA 
Millions Short 


New YorKk—Our faces are red 
and it isn’t all a result of last 
weekend’s overdose of sun. 

We overlooked, through some 
fault of our own, advertising 
business totaling several million 
dollars. 

In a story in the July 21 issue 
of ADVERTISING AGE we stated the 
“Borden Company . . . disasso- 
ciated itself from Young & Rubi- 
cam.” 

Y&R reminds us that it is still 
very much associated with the 
company, handling advertising for 
some 20 of its products through 
its New York, Detroit, San Fran- 
cisco and Canadian offices. 

At the end of the spring season 
Borden Company cancelled the 
Ginny Simms CBS show, which 
was bought through Y&R, .@md 
replaced it with “Arthur’s Place,” 
through Kenyon & Eckhardt. 
However, radiowise Y&R still 
handles eight news broadcasts in 
individual cities, a network show 
in Canada and spot announce- 
ments for the company. 

“Arthur’s Place,” aired Fridays 
at 9 p.m. over CBS, has been 
given a shot in the arm with the 
replacement of Arthur Moore by 
Jack Kirkwood as star. Mr. Moore 
continues as producer. Mr. Kirk- 
wood, veteran of vaudeville, stage 
and radio, took over “Arthur’s” 
role in the show’s sixth broadcast 
after the variety hour had re- 
ceived rough treatment at the 
hands of critics. 


Four Appoint Jewell 


Jewell Advertising Agency, 
Oakland, Cal., has been appointed 
to handle the advertising of Ber- 
man’s Appliances, using news- 
papers and radio; Studio of In- 
teriors, using magazines; Thos. D 
Stevenson & Sons, using news- 
papers, outdoor and radio, and 
Ronco Water Injector, using 
newspapers, magazines and direct 
mail. 


SALES- 


MINDED EXECUTIVES 


manager of Cuprinol. 


Telex Plans Contest 


Telex, Inc., Minneapolis, in the 
August and September issues of 
leading ham magazines, will an- 
nounce a Telex Monoset contest, 
offering cash awards totaling $175 
and 25 Telex Monosets, hearing 
devices for use on ham radios 
and dictaphones. The contest, re- 
quiring a 50-word statement on 
the subject “Why the Telex Mono- 


phones,” closes Oct. 15. 


set is better than old-style ear- 
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Transvision Plans 


to Spend $100,000 
to Sell Video Kits 


4 New York — Transvision, Inc., 
we which last week displayed its 


public here, has set an advertis- 
ing budget of $100,000 for the 
rest of the year. 


Hu 


id 
oS In its second year of kit produc- 
; xs tion, the company, which is lo- 


— new television and FM kits to the 


cated at New Rochelle, plans to 


il push sales of “build-it-yourself” 
video sets through newspaper and 

s box magazine promotion. 

D. J Whether spot announcements 


a. will be used will depend on the 

he results of a test campaign being 

Help- conducted over WLIB in New 

eature York. 

of the The newspaper campaign al- 
ready has started in areas ad- 

——— § jacent to television stations, on a 

cooperative basis. 

A Advertising, which will point 
out that the kits can be put to- 
gether by the layman without 

re red — technical assistance, will feature 

of last — @ 12-inch video unit, which in- 

cludes a new type of lens afford- 

some © ing a 75 square inch picture. The 
rtising retail price is $289.50. 


million Service Facilities Planned 


A issue In case the byyer does have 
ed the difficulty putting his receiver to- 
isasso- gether, he may call on the Trans- 
Rubi- vision service agency—they are 

to be set up in all television areas 


is still —for assistance, a company offi- 


th the cial suggested. 
ing for Also presented at the public 
hrough |g Showing was a combination tele- 
- Fran- vision-FM kit, priced at $359.50. 
It has a 75 square inch screen. 
deéacn In addition, the company offers an 
ed the FM kit, which it says “is equiva- 
which lent to an expensive receiver,” at 
2, .@md approximately $62. 
Place,” Copy plugging this merchan- 
khardt. jm “ise is to appear in Pic and Sci- 
2 still |B ence Illustrated in the early fall, 
vasts in [Ip ' be followed by small-sized ad- 
k show fp Yertisements in Life and Look. 
rounce- B 4. J. Gold & Co. is the agency 
for Transvision. 
Fridays During the first six months of 
s been p 1947 the company shipped 10,000 
rith the IB Sts. No estimates are available 
yore by production for the remainder 
. Moore & °f the year. 
*. Kirk- epereee 
e, stage § Outdoor Advertising 
rthur's § Groups to Convene 


“oadcast 
ad re- The annual summer meeting of 
at the the Outdoor Advertising Associa- 


tion of Pennsylvania will be held 
Sept. 7-9 at Shawnee Inn, Shaw- 
nee-on-Delaware, Pa. In conjunc- 
tion with this meeting there will 
also be held the annual confer- 
gency, ence of Region 2-B, Outdoor Ad- 
ypointed vertising Association of America, 
of Ber- § ich includes Delaware, District 
news- of Columbia, Maryland, New Jer- 
of In- §S*Y_and Pennsylvania. 
Thos. D. The Shawnee conferences are 
y news- g°xPected to furnish a preview of} 
fio, and §‘e program for the 2nd annual | 
"using @°nvention of the Outdoor Adver- 
d direct @‘Sing Association of America to 
~ — in Atlantic City, starting 
4 > 


Charles H. Gabriel, treasurer, | 
Who for the past 18 years has| 
Xeen in the San Francisco office | 
TIVES ft Brisacher, Van Norden & Staff, 
TER fas been transferred to New York | 


a Gabriel Transferred 
= 


as general manager of the New|! 
York office. He succeeds James P. 


Derum., Robert Brisacher, son of | 
ne ‘e ageney’s president and for-| 
meee merly with Gimbels, has joined | 


he agency in New York. | 


7 loins Burton-Rodgers | 
Sa. Charles H. Zeiler, formerly | 


Sqm lant manager of W. L. Stensgaard | 
« Associates, Chicago, has been | 
hamed assistant to the president | 
t Burton-Rodgers, Inc., Cincin- | 
‘ati, producer of advertising dis- | 
plays, convention exhibits, store, 
“xtures and itinerant displays. 
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You Tell the Trade... 


the Trade Tells the Consumer 
—That’s How Textile Brands 
re Born! 


Many of America’s most famous furnishings 
brands are among the 400 regular textile- 
apparel advertisers in DAILY NEWS RECORD. 
Furnishings manufacturers use DAILY NEWS 
RECORD as the “spark-plug” of their brand- 
building efforts. 

Furnishings (such as shirts, underwear, ho- 
siery, robes, hats, etc.) advertised in DAILY NEWS 
RECORD find their way into store interior and 


window displays. They are featured in the stores’ local newspaper advertising. Their identifying labels 


and hang-tags remain on the garment. Merchandise managers, buyers, and sales people get to know 
their selling features, their points of leadership. 
Similarly, many of the other famous branded lines of textiles, domestics, men’s and boys’ wear win 


that all-essential trade support through advertising in DAILY NEWS RECORD ... trade support that 
translates itself into point-of-contact consumer advertising. 


Ne 


ws Recom 


FAIRCHILD PUBLICATIONS 


FAIRCHILD BUILDING—NEW YORK 3, WN EY. 
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CUSTOM MOLDED 
PLASTICS FOR 

SALES PROMOTION 

7 = PROGRAMS: 


i | OF PLASTIC. PRODUCTS 


OF 


PLASTIC ENGINEERING, INC. 
8506 LAKE AVENUE 
CLEVELAND+2+OHIO 


Ready Broadcast Code 
for NAB Convention 


The special standards of prac- 
tice committee of the National 
Association of Broadcasters com- 
pleted its work on the drafting of 
a new code for the broadcasting 
industry during a two-day meet- 
ing concluded July 23 in Wash- 
ington. The draft will be sub- 
mitted to NAB’s program execu- 
tive committee and then to the 
board. 

The committee is hopeful of 
having a code ready by the time 
of the NAB convention in Sep- 
tember, Harold Fair, NAB pro- 
gram department director, said. 


Ads Plug Gold Pencil 


A. T. Cross Pencil Company, 
Providence, R. I., has started a 
campaign to promote Cross Cen- 
tury, a slender gold pencil, in 
trade publications, Collier’s and 
Esquire. A lucite counter display, 
a new gift package and a series 
of newspaper mats are being 
offered. 


Animated, scintillating motion 


and foreign patents. 
welcome 


Ohie Display Building, Pearl Street 


ernie 


Just Being Introduced 
MULTI-COLOR 


MOVING LITE 


ELECTRIC DISPLAY 


without mechanical action— 


No motors—no gears—no moving parts. 


ADVERTISING SALESMEN 
Earn $5,000 to $25,000 and more yearly 


Destined to revolutionize the neon industry. 


Protected by United States 


Salesmen with clientele among quantity users will 
his unique opportunity. Write today for particulars. 


THE OHIO ADVERTISING DISPLAY COMPANY 


Cincinnati 2, Ohio 


Character of Traffic 
Disclosed; More 
Studies Seen Likely 


New YorK—The long-awaited 
Traffic Audit Bureau study of 
Fort Wayne was released last 
week, and advertising observers 
found in it the first picture of 
postwar traffic and initial data on 
the composition of the _ traffic 
stream. 

No other medium, probably, 
has so much difficulty in getting 
the socio-economic characteristics 
of its audience. Since researchers 
have ruled out the possibility of 
stopping traffic, the Fort Wayne 
study was developed (a) by tak- 
ing a population sample and 
tracing its movements on the pre- 
ceding day, and classifying it by 
employment, rent level, auto and 
telephone ownership and age, (b) 
by a traffic count which kept track 
of license plates in order to check 
duplication and source of vehicles. 

TAB is cautious about the study. 


Repeatedly in reporting the re- 
/ sults, its managing director, Vic- 
|tor H. Pelz, emphasized that its 
results are applicable only to Fort 
Wayne, and no broader projec- 
tions should be made until addi- 
tional tests have substantiated its 
findings in other cities. Some of 
its highlights are: 
Traffic Fairly Even 

1. Some 76.2% of Allen 
county’s residents go outdoors 
daily, 60.2% pass panels, 16% do 
not pass panels, 23.8% do not 
leave home. 
| 2. The days on which they 
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“Can we avoid it? 


"Russia's refusal to co-operate in the Marshall Plan has 
split Europe from top to bottom; it has also sharpened the 
ideological war. From now on, our generation will be living in 
a world that is divided into two unbridged halves, in an 
atmosphere of tensions and suspicions." 


"From where we sit, the Russian gamble seems hideously 
It looks like a deliberate Soviet 
move to keep the world in a state of disorder and disunity, so 
as to give Communism its chance to reap the fruit of chaos." 


irresponsible. 


"Whatever the motives and the final results, the Russians 
cannot escape the major responsibility for splitting Europe in 
two and for hastening a war of ideologies . . ." 


“Even before there is a shooting war, if any ever comes, 
we may see this country drifting towards an approximation of 
what Professor Harold Lasswell of Yale has called the ‘garri- 


"One is to give full and unrestricted material aid to those 
countries that need to raise their living standards; food, se- 


curity, and jobs are the best weapons against Communism 
and instability." 


"Another course is to help neutralize Western Europe, 
to make it strong enough to serve as a buffer, solid and 


“Before that can be done, we will have to do a 


of liberalizing at home.” 


The Newspaper of Comment il 


National Advertising Representative: Lorenzen and Thompson, Inc. 


| think there are two possibilities, 
both largely depending upon the good-will of this country.” 


ee 5 


“The Russian Gamble 
Hideously Reckless” 


From an editorial by Saul K. Padover in PM, 
Monday, July 7th. 


TAB Fort W ayne Study 


Shows Postwar Picture 


leave the house are virtually even, 

|ie., nearly as many go on Tues- 
day as on Sunday, except that 
81.1% leave their homes on Fri- 
day, due in part to shopping for 
the weekend. ‘ 

3. The highest percentage of 
persons leaving homes are those 
living in blocks of average $60-79 
rental (85.2%), and the posses- 
sion of a car or a telephone made 
little difference. 

4. Work accounted for the 
travel of 35%; 22.6%, social; shop- 
ping, 14.7%; church, 8.1%; school, 
4.8%; other, 14.8% (the research- 
ers were concerned because the 
test period included Easter and 
Good Friday, but a check showed 
that the traffic was about the 
same on those holidays, although 
the objectives were different). 


Traffic Ahead of ’39 


5. In comparing traffic at 79 
identical locations with 1939's, 
TAB learned (a) that pedestrian 
traffic is up 53.2%, auto-truck up 
13.7%, mass transportation up 
150%, total traffic up 37.6%; (b) 
effective circulation (50% of 
pedestrian traffic plus 50% of 
auto-truck passengers plus 25% 
of mass transportation riders) up 
28.7%. 

6. At 122 panel locations in 18 
hours TAB found the. traffic 
stream composed of 16% pedes- 
trians, 63.1% automobile passen- 
ger, 20.9% mass transportation 
(50 locations). 

7. Vehicular traffic consists of 
82.3% passenger cars, 13.1% 
trucks, other 4.6%; 71.4% orig- 
inated in Allen county, 18.8% in 
Indiana, 9.8% out of state. 

8. TAB found that the stream 
of traffic is practically the same 
at most locations on every day of 
the week, but this same volume 
does not mean that the composi- 
tion is the same; between 55% and 
65% of the cars appeared only 
once, 16%-20% appeared twice, 
only 0.2%-2.7% appeared seven 
times. 


Cites Daily Impressions 


9. In coverage, TAB found that 
36.3% of the total population over 
14 would be exposed to 5-100’s 
showing (cost about $400 a 
month); 22.5% for 6-50’s (cost 
about $200 a month), but that 
the number of impressions per 
person went up sharply on the 
100’s, eventually giving a total 
of daily impressions of 78,200 for 
the 100’s, 39,900 for the 50’s. 
These figures, TAB says, are 
understated by an estimated 18- 
22% because truck, taxi drivers, 
salesmen and others were elimi- 
nated, as well as a considerable 
portion of pedestrian and mass 
transit travel. 

10. Coverage of advertisers 
was surprisingly uniform in all 
categories of respondents, the ex- 
ception being H. J. Heinz Com- 
pany, which uses selective loca- 
tions, aims at housewives and 
other shoppers, is primarily inter- 
ested in pedestrian traffic and 
likes locations near retail out- 
| lets. Heinz was low on total 
/employed coverage (59.3%), 
| highest on housewives (26.7%) 
|and almost doubled the average 
|rating on shoppers (20.2%). 
| 11. Although TAB attempted 
| to rate readership and remem- 
| brance data, it cautions that the 
| influence of poster copy and de- 
| sign, continuity and consistency, 
| type of copy, etc., “may be more 
|important than the size of the 
| showing” and “the value or im- 
| pact of repetition is not meas- 
|}ured by remembrance alone.” 
TAB adopted a confusion factor, 
showed respondents posters be- 
fore they were on the boards— 
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OUTLINE STORY—These are two of a 

series of dealer ads appearing in 

newspapers for Kalamazoo home appli- 

ances. Fulton, Morrissey Co., Chicago, 
is the agency. 


the measure of prescient recogni- 
tion was discounted, but held to 
be a factor in assessing the residue 
value of the advertiser’s previous 
postings. Coca-Cola, possessing 
the advantage of considerable con- 
tinuity and consistency, led the 
classification with 65.6% adjusted 
remembrance. 

Copies of the survey will go 
to each member of the Four A’s 
and ANA, as well as their branch 
offices, and to each outdoor plant 
operator. Additional copies are 
available from Traffic Audit Bu- 
reau, 60 E. 42nd St., New York, 
at charges scaling from $2 per 
copy up to nine copies, to $1.50 
each for more than 100 copies. 


Offers Publishing Course 


New York University, in col- 
laboration with Associated Busi- 
ness Papers, Inc., this fall will 
offer a second annual course in 
business paper publishing prac- 
tice. The course, entitled ‘‘What’s 
New in Business Paper Publish- 
ing,” consists of six two-hour lec- 
tures and three seminars cover- 
ing each of six major subjects— 
administration, editorial, circula- 
tion, production, advertising and 
cost control. The first lecture be- 
gins Sept. 29. 


KEX Names Burrow 


Charles L. Burrow, formerly as- 
sistant publisher of the Oregon 
Voter, has been named promotion 
manager of Station KEX, Port- 
land, Ore., effective Aug. 18. He 
replaces Doug Billmeyer, who ha 
joined Station KOMO, Seattle. 


Evans Appoints Packard 


Murray Packard, formerly with 
Behel, Waldie & Briggs, Inc., Chi- 
cago, has been named a_ space 
buyer of Evans Associates Com- 
pany, Chicago. 
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Bayer Strikes 


Old Gold Vein 
in ‘Digest’ Copy 


New YorK—It’s an ill Reader’s 
Digest expose which blows nobody 
good. 

A few years ago, when RD 
probed cigaret claims, Old Gold 
snatched a fragment of praise 
from a torrent of damnation and 
sprinted with it into a spectacular 
sales campaign. 

Last week, Bayer Company di- 
vision of Sterling Drug swung a 
one-two punch in 65 newspapers 
in 42 markets, through Thompson- 
Koch Company. The copy was 
headlined ‘“Reader’s Digest re- 
ports American Medical Associa- 
tion’s statement on Aspirin Effec- 
tiveness!” 

The RD article appeared in the 
July issue, entitled “Don’t be an 
ass about aspirin,’ and was writ- 
ten by Roger William Riis, who 
has collaborated on other RD ex- 
poses. 


Makes One Reference 


The Bayer copy led with this 
statement: “Aspirin is probably 
the safest and most efficient of 
the pain killers. This is the state- 
ment concerning aspirin’s effec- 
tiveness made by the American 
Medical Association to the author 
of an article in Reader’s Digest. . .” 
It is the sole reference to the RD 
article beyond the headline. 

Mr. Riis wrote: “While passing 
through Chicago I dropped in on 
the American Medical Association 
and asked them: ‘Look, what’s 
the real difference between all 
these aspirins? Surely you can’t 
buy the same thing for six cents 
under one manufacturer’s label 
and for 69 cents under another’s?’ 

“‘Oh, yes, you can,’ answered 
the AMA, ‘and what’s more, you 
do. Because aspirin is aspirin. 
Incidentally, it’s probably the 
safest* and most efficient of the 
pain killers, or analgesics.’ The 
asterisk referred to a footnote 
which warned: 

“A small minority of people get 
a bad reaction from aspirin and 
should never take it at all. Med- 
ical men have recently found that 
aspirin slows the clotting time of 
blood and may cause dangerous 
bleeding. If you take aspirin 
often, tell your physician and 
your dentist.” 


‘Cost Immaterial’ 


With this brief kiss for the 
white pill, Mr. Riis proceeded to 
pound away at his thesis that 
aspirin is aspirin, no matter how 
much it costs. He recounts an in- 
terview with a drug company ad- 
vertising manager: “ ‘We'd like 
ever so much to advertise our 
aspirin, but we can’t think up a 
Single thing to say about it.’” 

“Others try harder, with such 
results as ‘Better aspirin than ours 
cannot be made’; ‘There is no 
finer aspirin’; ‘Of all pain re- 
lievers, none can match ours’; 
‘Aspirin at its best!’—which cer- 
tainly is not advertising at its 
best.” 

Mr. Riis said he paid between 
six and 69 cents for bottles of 100 
aspirin tablets, and counsels his 
readers: “Since practically all 
aspirins are identical, save money 
by buying the cheapest.” 

“he 


second will show the inside. 


To ‘Commercial News’ 


C. Gordon Murray, prior to the 
War advertising manager of Gor- 
“on & Martin Publishers Ltd., 
rs idon, and recently released 
‘rom the Army, has joined the ad- 
vertising staff of Commercial 
‘ews, southern California weekly 
business newspaper. 


first half-page for Bayer | 
showed the outside of its plant, | 


Stovel Appoints 


Stovel Publications, Winnipeg, 
has appointed Orlee W. Sorensen 
Company, San Francisco and Los 
Angeles, as its advertising repre- 
sentative in the 11 western states. 
R: G. Fielding and R. H. Hender- 
son have been named to represent 
Motor in Cunada and Prairie 
Grocer & Provisioner, respec- 
tively, in the central Ontario area 
for Stovel Business Publications. 
Roy M. Stewart has joined the 
advertising staff, where he will 
look after the western Ontario 


territory, including a portion of 
the Toronto territory, for National 
Home Monthly. 


Opens Sparkies Contest 


A new contest is being launched 
by the Quaker Oats Company of 
Canada, Peterborough, Ont., to 
promote the sale of Sparkies 
breakfast food. Daily newspapers 
and color comic sections of week- 
end papers will be used coast to 
coast. The prize offered is a 
Studebaker convertible. Spitzer 


& Mills 
agency. 


Ltd., Toronto, is the 


Opens New Travel Office 


Sante Fe System Lines has 
opened a new travel office at 238 
S. Michigan Ave., Railway Ex- 
change building, Chicago. 


SELL BY MAIL 


Let this successful mall order advertising 
agency show you how to sell your merchandise, 
books, courses, services, eto. 
ARTWIL COMPANY, Advertisin 
26-B West 48th St. @ New York 19, 
MEdallion 3-0813 
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GIBBONS 
3. J. 


TORONTO +« MONTREAL «© WINNIPEG + REGINA 


KNOWS 
GIBBONS LTD. 


HEAD OFFICES 200 BAY STREET TORONTO 
* CALGARY «+ EDMONTON + VANCOUVER 
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MAPPING OUT THE COURSE 


The course we take, as producers and sup- 
pliers of paper, depends on our customers’ 
requitements. Their present needs and their 
future wants are the factors which govern our 


The result? Guideposts are provided for our 
widespread organization: for our woods- 
men’s activities, for developments in our lab- 
oratories, for the advance scheduling of paper 
machines . . . yes, and for smoother handling 
of transportation and deliveries by our sales 
people and distributing facilities. 

Supplying paper products of the type and 


quality needed for today and tomorrow is the 
course we will continue to follow. Interna- 
tional Paper Company, 220 East 42nd Street, 


New York 17, N.Y. 
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“Western Markets’ Bows 


E. H. Klaus & Co., Los Angeles 
market research consultant, has 
launched ‘Western Markets,” a 
semi-monthly newsletter devoted 
to analyzing markets and market- 


BECAUSE OF 


ACCEPTED — 
EDITORIAL 
CONTENTS vig 


jida, and west to Detroit. 
| page, full color insertions will ap- 
|pear in the New York Sunday 


ing trends in the West. It con- 
tains a two-page companion fea- 
ture, “Pacific Trade Winds,” 
which analyzes overseas trade de- 
velopments and potentials in the 
Pacific Basin. Subscription rate 
is $15 for 24 issues. Klaus head- 
quarters are at 3725 W. 6th St., 
Los Angeles 5. 


Maps Shoe Drive 

Sundial Shoe Company, Man- 
chester, N. H., division of Inter- 
national Shoe Company, will 
launch a fall campaign starting 
Aug. 25 with 300-line black and 
white ads in 40 metropolitan 
newspapers from Maine to Flor- 
Full 


News. Trade publications and di- 
rect mail will also be used. The 
| campaign will center around Sun- 
| dial’s policy of “One Name—One 
| Line—One Merchandising Pol- 


RCS camera craftsmen and skilled 


pressmen are ready to turn out 
for you attractive advertising 


pieces on the most modern of 
offset equipment. 


~ RAPID 


= 123 N. Wacker Drive 


In black and white 


In colors 
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Marketing Studies 


Stressed for Farm 
Goods, Surpluses 


Committee Urges 
Adequate Funds for 
1947-48 Projects 


WaASHINGTON—Important recom- 
mendations concerning special 
stress on increased marketing effi- 


ciency and wider utilization of | 


farm products in the expenditure 
of the $9,000,000 appropriated by 
Congress for the 1947-48 year, 
were made by the National Ad- 
visory Committee after a two- 
day meeting here with Secretary 


of Agriculture Anderson and other 


department officials. 

The committee also recom- 
mended that a large share of the 
$9,000,000 be used to develop 
practical methods for marketing 
critical farm surpluses that may 
arise in the years ahead. 

The recommendations followed 
the committee’s review of re- 
search and service projects pro- 
posed under the Research and 
Marketing Act. Pointing out that 
stress on the marketing of critical 
surplus products is of continuing 


| interest both to farmers and con- 


sumers, the committee recom- 
mended that in addition to the $2,- 
000,000 specifically appropriated 
for marketing research and service, 
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you want to reach — make a “date” with ECHO! 


Cuatk off those dates, Mr. Advertiser! Now is the time to 
prepare next year’s schedules and if it’s the High School Market 


THE NAT- 


IONAL ECHO is a new and unique schoo! publication — written 


BY high school students FOR high schoo! students. 


Now 


reaching more than 2,300 high schools in all forty-eight states, 
THE ECHO has a guaranteed ¢irculation of 100,000 paid sub- 


scriptions. 


For effective coverage of the High School Market, advertise in 
THE NATIONAL ECHO--make your “dates” now! Closing date 


for the first Fall issue is September 9. 


AMERICAN SCHOOL PRESS ASSN., STATE COLLEGE, PENNSYLVANIA 
New York Advertising Office—124 Madison Avenue 


ements 


| 


| periment 


a reasonable part of the $1,500,- 
000 provided for research in co- 
operation with the state agricul- 
tural experiment stations be used 
for marketing research. In addi- 
tion, the law requires that at 
least $500,000 of the $2,500,000 
| appropriated for work in the ex- 
stations be used for 


| marketing. 


Suggests Private Agencies 


The committee further sug- 
gested that the department speed 
up the program for this coming 
year by contracting with private 
agencies where they can do work 
more rapidly, more effectively, or 
at lower cost than by government 
facilities. 

Among specific suggestions were 
studies in the cost of distribution 
of various commodities, develop- 
ment and expansion of markets, 
and research on new uses and by- 
products. The appropriation pro- 
vides $3,000,000 for research in 
the utilization of farm products. 

Noting that the research and 
marketing program is still in a 
formative state, E. A. Meyer, ad- 
ministrator, said that the com- 
mittee’s suggestions will be used 
to set the course of action the 
program will take this first year 
of operation. 

The proposed projects cover 
work on a wide range of agri- 


cultural commodities and func-| 


tions, and include studies to re-| 
duce production costs and im- 
prove quality of products. In de- 
veloping this program, the Na- 
tional Advisory Committee and 
the Department of Agriculture 
had the benefit of recommenda- 
tions by 19 advisory committees 
composed of representatives from 
agriculture and industry. 

The committee will meet again 
Sept. 22-23 for further review of 
this year’s program and to plan 
for the program for 1949. 


‘U-2' Deodorant 


Bows in Cleveland 


CLEVELAND — G-L-K_ Products, 
Inc., plans to follow up introduc- 
tion of its new deodorant, “U-2,” 
in the Cleveland area with dis- 
tribution to other markets and 
newspaper copy timed to break 
with its appearance in drug and 
department stores. Cooperative 
ads also are planned. 

In the local campaign, one- 
column by 3-inch teaser ads were 
incorporated 
column 12-inch ads, featuring the 
slogan: “The perfect deodorant— 
perfectly applied.” The tube in- 
cludes a plastic cap which serves 
as an applicator and is not re- 
moved. 

The product, in two-ounce size, 
retails at $1. It is boxed in a 
scarlet and cream carton and the 
tube itself is featured in a die-cut 
display card prepared for store 
counters. 

McDonough-Lewy, Inc., 
agency. 


is the 


August ‘Mademoiselle’ 
Claims Record Volume 


Mademoiselle, New York, pub- 
lished the fattest issue in its 12 
and a half years when the August 
college issue hit the newsstands 
July 29, tipping the scales at two 
pounds, six ounces, and contain- 
ing 432 pages. Ad copy is carried 
by 461 individual advertisers. 

The publication believes it is 
also the fattest issue of any maga- 
zine ever published. 


Quits Scott Paper Post 


Cleg F. Beilfuss, who has been 
associated with Scott Paper Com- 
pany for the past 25 years, will 
resign his position as Chicago re- 
tail divisional sales manager on 
Oct. 1 to form C. B. Sales Com- 
pany, specializing in the sale of 
food products. The new com- 
pany will be located in the Pure 
Oil building, Chicago. 


Publicker, Listed 
at $25,714, Spends 
$4,188,060 on Ads 


PHILADELPHIA—Harry Publicker, 


in subsequent one- | 


his son-in-law, Si Newman, now 
‘active head of the business, and 
their associates in Publicker In- 
'dustries, Inc., may be a bit sur- 
orised to read in “National Ad- 
vertising Investments in 1946,” 
published this week by the Maga- 
zine Advertising Bureau, New 
York, that Publicker spent only 
$25,714 in advertising last year, 
all for Thermo antifreeze. 

Publicker’s annual report, just 
issued, for the 12 months ending 
April 30, 1947, lists an expendi- 
ture of $4,188,060 for advertising. 
This covers all subsidiaries except 
Paco Tankers, Inc. Among them 
are Kinsey Distilling, which pro- 
motes Kinsey whisky and gin and 
the new Diplomat whisky through 
J. D. Tarcher & Co., and Philadel- 
phia Distilling, which advertises 
Philadelphia blended whisky, 
Dixie Belle gin, and the recently- 
revived Cobbs whisky. 

Another subsidiary, W. A. Hal- 
ler & Co., recently appointed Wal- 
ter Weir, Inc., and is expected 
| to promote a line of Haller whis- 
kies nationally soon. 

In addition to controlling about 
30% of the nation’s whisky stocks, 
| Publicker is a leading producer of 
| dry ice, and is active in molasses, 
| sugar, feed and other lines. 


Lynch Will Manage 
Birdwell Associates 


Russell Birdwell’s 18-year-old 
public relations firm has been in- 
corporated and reorganized as 
Russell Birdwell & Associates, 
Inc., 30 Rockefeller Plaza, with 
W. Ware Lynch as president and 
Cherie V. Armstrong, sister of 
Mr. Birdwell, as vice-president 
and treasurer. 

Mr. Lynch has been general 
manager of the firm for five years. 
The firm serves commercial ac- 
counts from New York, with rep- 
resentatives in Boston, Los An- 
geles, San Francisco and London.§ 
Mr. Birflwell continues to handle 
“personality” accounts, including 
Charles Chaplin, on his own. 


Opens Coast Office 


Harry W. Alexander Organiza- 
tion, industrial counsel, has 
opened a San Francisco office at 
465 California St., headed by R. 
| Earl Fisher, who recently retired 
as a vice-president of Pacific Gas 
& Electric Company. 


Carpenter Appointed 


Allen F. Carpenter, formerly 
assistant advertising manager of 
the New Britain Machine Com- 
pany, New Britain, Conn., has 
joined Wilson, Haight & Welch, 
Hartford and New York adver- 
tising agency, as service manager. 
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THE GOODWILL STATION, 


G. A. RICHARDS 
Pres. 


HARRY WISMER 
Asst. to the Pres. 
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Represented by 
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OWEN F. URIDGE 
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Hale Adds Duties 


Arthur Hale, 
promotion’ director 


advertising and! of the 25-cent reprint publica- 
of Bantam | tions. 


| the additional duties of art editor, | 
with responsibility for the covers | 


Effective with July re- 


Books, New York, has assumed leases, Bantam Books will issue 


six books each month instead of | 


Bernice Price Cut 
Plan Ups Profits 
for NY Groceries 


fae : licati 
TE og previous publication | (Ridture on Pane 85) 
: lincintpiatcainsile | New YorkK—Bernice Quality 
. |Foods has launched—and appar- 
Grand Union Supermarts | .ty successfully—a new price-| 
Test Portable Cabinets reduction plan for independent | 
Grand Union Supermarkets, in | retail grocery stores in the metro-| Seattle 
|New York and Pittsfield, Mass.,)politan area, aimed at cutting | indian 
are the first to use Frigid-Freeze | prices down the line from retailer | = t 
“Spot Special” cabinets-on-wheels, | to wholesaler. pri 
| reports John M. Bess, president) Seven weeks ago, distributors of a2 % . 
9 ee igeration Corporation of these foods cut their entire price _ in ‘ee 
| ‘The new unit has a capacity of| line up to 10% on every one of | ve is ye the A 
|about 250 pounds, room for ap-| the 2,350 grocery store items they 4 — be gencer 
proximately 20 dozen packaged handle, and —_— than 5,000 | Trade 
| items. It is 46% inches long, 2934 | independent retail grocers in this | on i sais a ate ene . ar 
| inches wide and 37% inches high. | area where Bernice foods are dis- | per pad corny he Playboy Rie “the oe pees -« F raypenocd ry as pres ——.. ert 
tT It can be moved at will to any | tributed exclusively to pass the| newest car sen eae” . .0s designed to meet the since these tests have shown that it will give 35 ol pes 
pene ee wee cut on to the consumer. Se ee Taliesin oe SER cc bee eee, |e lain 
itmRieraiaaaaammailias | y erié lies an our, iS Speer a 
| heights in modern car design and styling. it hugs the road lik fice i i i ‘ 
, Business Increases 30-90% . _ aoe mv ole ee eee ue We peeing shippe 
: Miss Jewel Free-Lances ° : | The Playboy is the first car in the entire auto- pone: yg cae age sa eathnge-at 35,000 
| | et it , d After one month of operation cee operat pe Pali Pag cumneert nee 2 used in the Playboy, thus 
| | Pion ong sh pis vl yg et to under this plan, the company’s 61 | ing top! The Playboy is first again in combining the —_ a ay factur 
os publicity roca et shows end salesmen distributed a confidential most important features of three body styles: bus- ‘ Alaski 
S| Seahide: boards for Abraham &| Questionnaire to each of their 5,-| Tiivicks nas aacm inte levpsecd Ald fanart ipeantinteriokh mine fp vopen 
Straus, Brooklyn de partmen t 000 accounts. Replies showed that | featuring a one-piece, all-steel, all-welded body and not sufficient, Facts are Pevarsty but duties Unites 
a j|store, to conduct a free-lance | 3,500 of the 5,000 retailers had cut or — nga be + ge ? the low-priced 7 nga per remarkable car, The Playboy is dinavi 
@fg J0%:0) | | business in promotion, publicity,| their retail prices as requested, | Sntecing a level ride under the most rigorous road appreciate te distinctive stylings Ite manierfal we Bulg 
mene events, fashion —s and and were using window banner conditions. The Playboy is powered with a 4 formance and smooth riding qualities, you must see is to 
consulting service. emporary | streamers to indicate their tici- | cylinder, 40 horsepower Red Seal Continental it and drive it yourself. Playboy ‘automobiles sales ; 
OFFICES IN partic engine, and equi with 4 wheel [ are now roduction : , 
PITTSBURGH AND NEW YORK i ein at 430 W. 24th! pation; that 90% of stores that co-| fnarauie — . oon Gh hee = job al 
| St., New York. operated found business had in- | EE NEOPA Playboy will be on display at your dent 
creased 30-90%, and profits more | jo humper, has a height of 54 inches, apt gage gto plaine 
than made up for the reduced | er gy ips age neg ae hoy! Drive it! You lhe evtirtnsed, Re 
| width is inches, and the seat is g 
markup. | feet, 3 inches wide, which enables three and 
The survey found also that re-| people to sit comfortably in the front. Cop. 1947 by The Pleyboy Motor Cer C Seattl 
tail grocery stores doing under DISTRIBUTORS AND DEALERS ARE NOW BEING APPOINTED. APPLICATIONS ARE BEING ACCEPTED FOR — 
| $1,000 per week volume had cut DOMESTIC AS WELL AS FOREIGN FRANCHISES. FOR FURTHER INFORMATION WRITE EXECUTIVE OFFICES: and | 
|their average markup from 25% | Pp comin 
‘to 20%: stores doing up t 1,500. LAYBOY MOTOR CAR CORP. U. S.. 
| per cai haa cut pd pecan FACTORY AND EXECUTIVE OFFICES 988 ELLICOTT ST, BUFFALO 8, N.Y. Midw 
markup from 25% to 20%; stores | 1948 PLAYBOY—The new entry in the low-price car field will be introduced tional 
idoing up to $2,000 per week in| by Playboy Motor Car ee page Bs eg copy, through Greenfield- said | 
_volume had also cut their average | ippman Advertising, Buffalo. impor 
;markup from 25% to 20%; stores | , | “J. that | 
‘doing up to $3,000 per week vol- ? yg ites” a 7 Sched ules Dailies, § 
/ume cut their average markup | tiona) iventiniea Roemer of the | Mf . — 
from 25% to 19%; and stores do- | Chicago Sun, who rejoined the| agazines for Ist — 
_ing over $3,000 per week volume | Chicago sales staff of ADVERTISING | PI . . 
y R E b h ‘cut their average markup from| Ace in December, 1946, has been ayboy Ser 1es attle, 
we e ... about the percent- 22% to 18%. "advanced to advertising director, BUFFALO—The 1948 Playboy lic © 
A ee | Se Soeeove Sept. 1 will make his | .41, ations: Gena ter + Seattl 
¥ eadquarters in New York. He} ,. — 
coc « age of yearly renew- ‘Charles Groomes and an a te a advertising stat tion,” will be introduced via page 
Jack Gatford Advanced for five years before joining the | advertisements in national maga- Dev 
Charles B. Groomes, vice-presi- | Sun when it was established in | zines and 1,000-line newspaper to R 
als—nearly perfect! ‘dent and advertising decaies of | 1941. fe in major markets this fall. Pro 
| ADVERTISING AGE, Industrial Mar- | Lou Horwitz, president of & york 
keting and the Market Data Books, . : . | Playboy Motor Car Corporation, : ; 
IT’S has been advanced to business P arlin Joins Stein said dealers and pata are ri 
manager. Effective Sept. i, mee. John Parlin, formerly a buyer)! now being appointed and cars & toast 
MUTUAL Groomes’ headquarters will be in| with Marshall Field & Co., has) ,; : “ m3 eit. T 
| Chicago. Mr. Groomes joined Ad-| been named head of sales of a will be — — mew senter 
PHILADELPHIA'S PIONEER VOICE vertising gt meee ove six|new line of leather luggage and pea Ae = on Re bd the n 
years ago after more than 20) business cases of Stein Bros. Mfg. | * c ne 
REPRESENTED NATIONALLY BY GEO. P. HOLLINGBERY CO. years’ service with Editor and|Company, Chicago. 8 in local papers upon the appoint- The 
ment of distributors and dealers § , slid 
in each area. struct 
Introductory copy will describe J One 
the car’s all-steel convertible dis- J color 
appearing top, one-piece all- @ equal 
Prrwnsee body and frame, four in- §° ¢ 
dependent coil springs, and othe: Color 
features. The list price, $985, als ane 
will be included. The company oe” 
had announced last spring that it J, ¢y, 
intends to manufacture 100,000 of # in th 
|the low-price cars in °48 (AA, § Post, 
| April 14). uled 
| Magazines to be used include ff Home 
Collier’s, Esquire, Fortune, Li)- 2 pt 
erty, Life, The Saturday Eveniig rte 


| Post and Time, and others are ‘0 
| be added. Copy also will run in 


|Dun’s Review and Automot ve Col 
News. Sutl 
Greenfield-Lippman Advertis ° r4 
is the agency. been 
———— adve 
> 
‘Funkhouser Names Carr J” 
Clinton D. Carr, formerly v:-e- e 
president and general manage! © itis} 
, Van Sant, Dugdale & Co., Ba U- : 
more agency, has been nar ine 
account: executive in the Ba U- 10 vy 
| more office of Justin Funkhou:°!, § ye 
Advertising, Inc. He will also °€ @ Now 


a member of the plans board. 


WHIO Names Young 


Harvey R. Young Jr. has b¢« Jar 
appointed commercial manager prom 
WHIO, Dayton, O. He has be WII 
/a member of WHIO’s sales sté moe 
since the station opened in 195 tior 
Previously he was in the adve c 
tising department of the Ol! t 


| State Journal, Columbus. 
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Seattle Merchants |Farrand Joins Randall 


Herman N. Farrand, who before | 


Join in Special 
Trade Promotion 


SEATTLE—As a key step in a/| count executive. 


concerted public relations and| 


se‘ling program, the Port of Se-| Elects Jarecki V.P. 


atile will sponsor 12-page news | 


Seattle newspapers this month | 


men throughout the world. 


, ‘ pera | regional vice-president, Thomas|herr, vice-president of Irwin 
serving in the armed forces oper-| the Charles Jay advertising! yw Fergus, secretary of Export | Viadimir & Co. 
ated his own printing business in| agency to direct advertising pro-| — 4 ; 
Detroit, has joined Fred M. Ran-| motion. A newspaper campaign 
dall Company, Detroit, as an ac- is being planned. = rn 
Ex A os El a HI-SPEED, AUTOMATIC ee 
|Export Agencies Llect | ADDRESSING & MAILING EQUIPMENT e 


'dent in charge of sales of Cin-| President, 
and these sections will be re-|cinnati Advertising Products| vice-president of Gotham Adver- 
printed and mailed to shipping | Company. 


real : : Alfred S. Jarecki, sales man-| vertising Agencies, New York, has | 
and advertising sections in tw0/| ager, has been elected vice-presi-| elected the 


"27 
‘Mayfair’ Names | Robert H. Otto, president of Rob-| Advertising Agency, and secre- 
Mayfair, New York — a ert H. Otto & Associates; western | tary-treasurer, Daniel C. Kauf- 


| The Association of Export Ad- 


HAND BINDERY SPECIALISTS 


549 W. WASHINGTON ® CHICAGO 
RANDOLPH 3696 


officers: | 
F. Kendall, 


following 
Robert 


: 


tising Company; vice-president, | 


The special sections will appear | 
in the Aug. 13 Seattle Star and) 
the Aug. 17 Seattle Post-Intelli- | 
gencer, during the Seattle Foreign 
Trade Week. Local manufacturers, | 
distributors, banks and transpor- | 
tation companies will join in the 
promotion, taking space to ex- 
plain potentials of the port for) 
shippers. Plans call for mailing | 
35,000 reprints to shippers, manu- 
facturers and others in the U. S., | 
Alaska, Hawaii, the Philippines, | 
Japan, China, Australia, the 
United Kingdom and the Scan- 
dinavian countries. 

“The purpose of this campaign 
is to do a planned and efficient 
sales job at home and an effective 
job abroad,” E. H. Savage, presi- | 
dent of the Port Commission, ex- | 
plained. 

“Requests for more literature | 
and specific information about | 
Seattle’s expanding facilities, in- 
dustrial production, and import 
and export markets have been 
coming in from all parts of the 
U. S., particularly the East and 
Midwest, since we began our na- 
tional advertising campaign.” He 
said this campaign was ‘doubly 
important in the face of the fact 
that California and Gulf ports, 
nolably New Orleans, are working 
aggressively to wrest Pacific trade | 
from us.” 

Wallace Mackay Company, Se-| 
attle, handles advertising and pub-— 
lic relations for the Port of 
Seattle. 


| 
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Develops New Gadget 
to Reheat Cold Toast 


Proctor Electric Company, New 
York, last week introduced its 
new thermostatically controlled | 
toaster which will reheat cold. 
toast without burning or drying | 
it. The new appliance was pre-| 
sented to. the sales staff during) 
the national convention at Shaw-| 
nee on the Delaware. 

The device is oval in shape, has 
a sliding crumb tray, and is con- 
structed of two-tone chromium. 
One adjustment for the desired 
color of the toast is said to be 
equally effective for fresh bread 
or cold toast, since Proctor’s 
Color-Guard thermostat keeps the 
temperature below the burning | 
range. The toaster, retailing at 
$22, will bow to consumers via | 
a two-page four-color bleed ad 
in the Oct. 4 Saturday Evening | 
Post, and full-page copy is sched- 
uled for American Home, Better | 
Homes & Gardens, Good House-| 
keeping, Ladies’ Home Journal, 
McCall’s, True Story and other | 
women’s magazines. 


‘Collier’s’ Advances 
Sutherland; Adds Glenn 


_ Arthur T. (Jim) Sutherland has | 
been named to represent Collier’s 
advertising department in the} 
Pennsylvania territory, succeed - | 
ing W. Miles Cary, who has re-| 
ed to accept a position in the} 
sburgh area with the Pepsi- | 
~©a Company. Mr. Sutherland | 
ined Collier’s advertising staff | 
10 years ago, and spent three | 
ye-rs in the U. S. Marine Corps. | 
No-man Glenn has joined Collier’s | 
Saics staff in New York. 


W =IL Promotes Two 
«ames T. Quirk, advertising and 
‘motion manager of Station 

(L, Philadelphia, has been pro- 

‘© ed to director of public re- | 
tons, and John D. Scheuer Jr., | 

“rector of program operations, 

‘as been named operations assist- 
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MoToR goes where the business IS! 


59 out of the 608 Trading Areas (less than 10%) account for 
50.0% of all motor vehicle registrations (R. L. Polk, 1946). 
51.8% of MoToR's 67,000 paid circulation is 
concentrated in the same 59 Trading Areas. 
For over 25 years, MoToR’s circulation policy has been geared 
to the Hearst Magazine Trading Area System of Sales Control. 
Obviously, this dual concentration of your market and our 
circulation is no accident, but the result of a concentration of 
manpower and dollar investment—and an accumulated “know-how.” 
Now is the time to check your publication list to see if your 
advertising dollars are being spent in your best markets. 
MoToR has always been the Number One publication in the 
automotive field, with both readers and advertisers; not the biggest 


— 


circulation buy —but the best circulation buy! 


THE AUTOMOTIVE BUSINESS MAGAZINE | , 


572 MADISON AVE., NEW YORK 22 « FOUNDED IN 1903 
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Presents the Most 
Responsive Audience of 


Men Available Today... 
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More and more manu- 


facturers of men’s products are 
turning to the pages of SPORTS 
AFIELD because they have found 
that this unique magazine will 
bring volume sales from a quality 


audience at an incredibly low cost. 


*A sportsman with an appreciation of the finer 
things of life—and the leisure and means to 
enjoy them. 

For instance, a recent survey shows that 520% 
more summer homes are owned by Spend-o- 
crats —who represent better prospects for auto- 
mobiles and automobile accessories. 
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50 mile area of 
711,711 
PEOPLE 


Heart of Greenville County 
— South Carolina's 
top market 


(1946 RETAIL SALES) 
$92,344,000 


YOUR 
TOP MARKET 
IN 
SOUTH 
CAROLINA 


GREENVILLE PIEDMONT 
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Bakelite Converts 
Office to Exhibit 
for Its Products 


New YorK—The offices of Bake- 


lite Corporation are a permanent | 


advertisement for the products 
made by the company. On two 
floors of the building at 30 E. 
'42nd St., the company has as- 
sembled samples of what the 
plastics it manufactures can be 
made to do. 

The offices were opened for dis- 
|play in April; since that time the 
|company has had regular visits 

from designers, decorators and 
| architects who want to see what 


| Walter Dorwin Teague did, in his | 


| assignment to redesign the offices, 
| using almost exclusively the prod- 
/ucts which are made directly or 
jin part with Bakelite or other 
|Union Carbide products. 

The job of turning the com- 
| pany’s offices into a sort of giant 
| Showcase for its products took 
approximately $500,000 and nearly 
| two years, since it was begun 
| during the war. 


Reveals Long-Range Plans 


iy 


Advertising Age, August 4, 1947 
| Plans Nylon Campaign 
May McEwen Kaiser Company, 
Burlington, N. C., is readying 4 
fall campaign, to promote five 
new colors, called “Dream Tones ’ 
for Cameo nylons. The campaigy 
includes color cards for the 
hosiery trade, featuring swatches, 
style charts and other retail sa'es 
material; counter and display 
cards; dealer newspaper mats: 
trade publication and consumer 
magazine advertising. H. B. Le- 
Quatte, Inc., New York, handles 
the account. 


Clark Joins WROW 
W. S. Clark has been naineq 
commercial manager of Station 


WROW, Albany. This new ssta- 

tion, with power of 5,000 watts 

day and 1,000 watts night, ex- 
—" | pects to begin operations around 

-_ | Aug. 31. Mr. Clark formerly was 

ident of Clark McGeeh: 

| SHOWS PRODUCTS—This is the IIth floor product display area in Bakelite's 4 os pe New York aaa a 
i | d executive offices, displaying Vinylite Plastic film a i 

redesigned New York sales an Pe ate Pebiei4 : Howard H. Wilson Company. 

for draperies, resin-coated cloth for lounge and chair upholstery, and laminated | 


plastics with a surfacing wood veneer for cabinet door paneling. 


os 


| 

‘doll faces and ice trays, shoes, | 4 | 

|garters and records. | Go On, Have Fun 

Some of the products show a . 

|downward price trend, which was | Says Antacid Copy 
| accelerated during the war when LOUISVILLE — George H. Gould 

| government contracts speeded re-| Company, manufacturing druggist | | 


search and production methods. | here, has decided that people don’t! § 
| Film suitable for draperies and|like to be told that they are 

jcurtains is now 17 cents a yard, | bloated, have heartburn, or have | 
with printed film slightly higher;| had too much to eat or drink be- 


The vast bulk of the company’s | coated cloth is $1.85 a yard, lami-| fore being asked to buy an ant- 
production is still for industrial nated plastic over aluminum foil| acid preparation. 
users, but Bakelite is engaged in|is 54 cents a square foot, and| As qa result, copy in the new 
a long-range pitch to make con- | Vinylite tile (which some of| campaign for Joymints will look 
sumers increasingly plastic - con- | Bakelite’s enthusiasts think will) at the brighter side of life. Go 


| scious, and to get consumers and | 
| professional workers in the archi- 


tectural and decorating fields to 


last “forever”) sells for $1.15 a) ahead, it says, “Eat what you like 
square foot. ; Slat |—neutralize excess acidity with 
A list of the items utilizing the | Joymints, the antacid for stomach 


company’s products shows their | egmfort.” 
versatility: counter and table, A 13-week test campaign for | 
tops, wall paneling, wainscoting, | Joymints is now under way in 
door surfaces, book cases and desk | the Louisville area. The drive in- 
bases, draperies, cabinet door cludes from two to six 150-line 
covering, chairs, divans, elevator jnsertions weekly in the city’s pa- 
facade and signal lights, flooring | pers, radio spots over three Louis- 
and baseboard trim. ville stations, car cards and city- 
| wide house-to-house sampling. 
Zimmer-McClaskey-Kintner _is| 
| the agency. 


Fansteel Metallurgical 
Acquires Weiger-Weed 


Fansteel Metallurgical Corpora- P ° 
tion, North Chicago, IIl., has ac- | Plugs Cleaning Fluid 
quired all the outstanding stock! Catolite Company, Dallas, is 
of Weiger-Weed Company, De-| introducing its new Model clean-| § 
troit, manufacturer of refractory | ing fluid with newspaper space in 
alloys, resistance welding dies,| Dallas, Fort Worth, Houston and 
welding fixtures, water -cooled|San Antonio. Plans are for na- 
electrode holders and accessories.| tional distribution. Henry M. 
The Weiger-Weed Company will| Haney Advertising Agency, Dal- oc 
SI AIA — Geis Corp's | OUD 8 DO porated in De-| tet, & the agency. 


N ‘ P |troit under its own name as a 
ew York sales engineering office now | division of Fansteel. 


sale advertising... ideas, 
_ campaigns, designs, art, 
_ production, distribution 
“aso eee forty- years. | 
CHICAGO SHOW 
PRINTING CO. 


2639 N. Kildere Ave. Chicago 39 
Spouldin Hp 


Aig * ee 


boasts this reception area using such | Henry D. Weed will be in| 
company products as laminated plastics | charge a sales. while factory pro- 
with Prima Vera wood surfacing veneer, | duction and engineering will be 
| cigaret-proof plastics, and Vinylite ex- lunder the direction of Ernest 
truded plastics for baseboard trim. | ty abner. Joseph A. Weiger will 
|make his headquarters in North 

specify plastic and other Bakelite| Chicago as general sales manager 
products instead of conventional) of Fansteel Metallurgical Corpo- | 
materials. 


The big drawback, up to now, 


on a price basis, but Bakelite ex- 


Pmeee DEALER-CONSUMER PSYCHOLO 


has been price. Many of the plas- | Hart Schaffner & Marx 


Harold F. Pfister Jr., director | 


tic products are not competitive | Dromotes Pfister | ee COM BINING CREATIVE TALEW 


pects that its counter-arguments | 
(low cost of installation, long 
wear with little maintenance), 
plus increasing economies in man- 
ufacture, will eventually make | 
the products competitive. 

Bakelite has set up its execu-| 
tive offices on the 11th floor so| 
that each sales manager’s office | 
demonstrates the adaptability of | 
the product on which he works: 
the man in charge of sales of | 
resinous glues used in plywood, 
for example, has the walls of his | 
office paneled with plywood il- 
lustrating its uses. 


Lobby is Completely Plastic 


In the lobby of the executive 
floor all the furniture, the flooring, 
the walls and wainscoting are 
made from materials utilizing 
3akelite products. One of the main 
exhibits shows the progressive 
history of the company’s prod- 
ucts, beginning with the Bakelite 
insulated bushings manufactured 
in 1910, and progressing through 
bindings for milk cartons, resins 
used for the lining of beer cans, 


of advertising and public rela-| 
tions, has been transferred to the) ~ 
sales department ; 
of Hart Schaff- r | 
ner & Marx, Chi- PRODUCTION CRAFTSMANSHI 
a "= t { 
--TO PRODUCE DISPLAY 


cago, as assistant 
sales manager. 
His duties will 
include territor- 
ial supervision, 
development of 
new business and 
general customer 
relations. 

Hart Schaffner 
& Marx clothing H. Pfister Jr. oe 
is now being 
shipped to many foreign countries, 
including South Africa, Sweden, 
Iceland, Japan, Alaska, Hawaiian 
Islands, Puerto Rico, Mexico and 
Palestine. Consideration is being 
given to the inauguration of an 
aggressive export sales program. 


To Carter & Galantin 


S. J. Smith, formerly vice- 
president in charge of art and 
production of John Freiburg, Inc., 
has joined Carter & Galantin, Inc., 
Los Angeles, point - of - purchase 
display engineer. 
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AMERICAN AIRLINES swe. 


100 EAST 42nd STREET 
NEW YORK 17, N.Y 


Many operating men already have found out—as Mr. 


OFFICE OF 


THE VICE PRESIDENT May 27, 1947 
Mosier says—that The United States News prints, to 


the exclusion of all else, the basic news of all business 


The United States News Publishing Corporation 


madaee 7, — ... Every day, every year the steady growth continues 


Gentlemens 
” ... graphically shown below— 
The United States News has become such a significant 
part of my reading schedule that I em happy to take 
this means of expressing appreciation for the vital 
service its news presentation performs. 


Guarantee Jan. 2, 1948-300,000 


I find it important to me in my business activity to 
keep thoroughly informed on national affairs -- which 
of course is the basic news of all business. The 
United States News is my best single source for 
authoritative reporting. 


275,000 


re 


An understanding of news trends as they are likely to 
affect business is essential to any management execu— 
tive during these complex times. I know of no magazine 
which aids in achieving this understanding more 
effectively than does the United States News. 


Very truly yours, 


O. M. Moster 


34 35 3% 37 #38 #+%39 #440 «#441 «422««432«44~=«CO45 (46 47 48 
OMM-tr 


The United States News ai 
The only magazine of its kind r 


L 


FAROLD L. BEHLKE, ADVERTISING DIRECTOR, 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. . 
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Recent polls indicate JOE PALOOKA 
as the world’s most widely circula- charact 
ted comic strip. Over 50,000,000 in new 
. daily readers. 
| 
: 
4 lt has been the policy of the Harvey Comics Group since its inception to estab’ circ 
3 famous comic characters illustrated above, representing over 9 ‘Gor 
‘ | magazines and assures the consistent readership and solid circulatio: @r: « 
, have created these comic characters, and the vast magazine audience wh "| © 
; 
* 
. ‘ 
NA [NG 
‘ NEW YORK 
WARREN THOMPSON ‘MAYERS CO. ), 
521 Fifth Avenue, New York 17, N.Y. Nor'h 
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IND THE PIRATES 


nture ot its best. Exciting and col- 
characters make this feature a fav- 
in newspapers and on the radio. 


Milton Caniff does it again with his 
new strip STEVE CANYON. Over 
200 newspaper editors bought 
this comic strip sight unseen 


This popular detective star of 
programs, the GREEN HORNET con- newspaper comic strips is 
tinves his racket-busting career in his acclaimed for his fight against 
comics magazine crime and juvenile delinquency. 


es, 


| : t | 
stab’ @ circulation around America’s Famous Comic Characters. The five 


+ 9 for present circulation guarantee of 4,000,000, exemplifies the quality of our 


t 
tio: Br of the Harvey Comics Group. - responsibility to the world famous artists who 


wh 1 \ em, is also the same responsiblity we have to our advertisers. ay, rer 
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Transfers Messervey 


Edward Messervey, salesman in Allen Declares 
the Detroit Aro branch for the | 
line of automotive air tools manu-| 
factured by “Aro Eauipment Cor [AvENfOry Problem 


the factory sales division, Bryan, | 
oO. 


Is Nearly Solved 


‘American Weekly’ 
Exec Tells Specific 
Firms’ Difficulties 


| Los ANGELES—A somewhat 
startling analysis of the current 
inventory situation in the U. S. 
has been given here to advertisers 
and agency people by Franklin S. 
Allen, Los Angeles representative 
of The American Weekly. 

Briefly, Mr. Allen explained 
that business men by now have 
largely licked the inventory prob- 
lem which last Jan. 1 was giving 
most retailers nightmares. 

The diagnosis was _ startling 
| chiefly because of specific and 
widely varied details revealed by 
|Mr. Allen. The data was largely 
| gathered on extensive trips he 
|made across the country to ascer- 
|tain the effects of off-brand goods 
‘and of advertised brands on in- 
| venterien, 

He reported finding that the 
"| \public has become exceedingly 
) |brand-name conscious and _ that 


Launches Jewelry Drive 


Marvel Jewelry Mfg. Company, | 
Providence, R. I., has launched a| 
fall campaign for LinKing, men’s | 
watch bracelet, and Aleda, lady’s| 
watch bracelet, in Esquire, Glam- | 
our, New York Times Magazine, | 
Pic, Seventeen and Vogue. 


Names Electric Products 


~ 
Motorola, Ifc., Chicago, has ap- 
pointed Electric Products, Inc., 
as its exclusive wholesale dis- 
tributor for Motorola products in 
the Pittsburgh market area. 


Drops Clothing Account 


The San Francisco office of 
Elliott-Daly has resigned the ac- 
count of Hastings Stores, San 
Francisco men’s clothier. 


NOW! \ nationwide network of 
railroad and driv-ur-self service 


TRAIN AND CAR—Its participation | 
with other railroads in a tie-up with 
the Hertz Drive-Ur-Self system is an- 
nounced in this New York Central 


= 


— silt et i, 
wee : 


Advertising Age, August 4, 1947 


Goodyear Prefab Houses 
Go Into Production 


Wingfoot Homes, Inc., a Good- 
year Tire & Rubber Compan. 
subsidiary, Washington Park, I]! 
has completed its quarter-mi! 
assembly line for the fabricatio 


Bus-Stop Benches 
Get New Boost 
as Ad Medium 


Peoria, ILL.—Bus stop bench | 
advertising has gained added im-| and assembly of houses. The pro- 
petus with the formation of| duction line is geared to turn « 
Courtesy Benches, Inc., here, to | 24 to 30 homes, complete with fi 
erect, maintain, and sell adver- | tures, plumbing and built-in be: s, 
tising space on reinforced con-| bureaus, closets and = mirrc’s, 
crete and wood benches. | "Wien full preductiel is reached 

Two Peoria residents, Mark D.| the houses will be transformed 
Batchelder II 


and Joseph H.| from raw materials to finished 

Batchelder Jr., have already con- | product within 24 hours. Altho 
structed and placed over 200 of | the homes weigh more than thr 
the benches for weary commuters | tons, fork lift vehicles can load 
at residential and downtown loca- | them on truck or railroad car, for 
tions, and will shortly add about | delivery. The price is $2,650, fac- 
100 more. | tory. 

Space is sold on a full-run (30) 
benches), half-run (15 benches) ‘Purchases WSPA 
or quarter-run (8 benches) basis., Surety Broadcasting Company 
Rates are based on the number of | has purchased Station WSPA, 
passers-by and potential impres-| Spartanburg, S. C. Roger Shaffer 
sions. | will continue in active charge of 

The organizational setup of | the station as assistant general 
Courtesy Benches, inc., is similar | ™@nager. No apa personne! 
to that of the Sunset System, | or policy is contemplated. 
which operates a group of benches 


newspaper copy, scheduled in about 
15 on-line cities. Foote, Cone & Beld- 


ing is the agency. 


papers—but sold only 2,000| 
sweaters. 

“Rose Brothers, Tacoma, mixed | 
known and unknown sport shirts | 


| |manufacturers who don’t adver- 
| tise are not selling, generally. 
Among his facts were these: 


Safeway ‘Took Licking’ 


| America,” Mr. Allen declared, “is 
Safeway Stores in Los Angeles| Procter & Gamble, and 


_in the 10 weeks prior to July 1|vertising philosophy is 
|this year reduced inventory from | ‘Pressure against the market.’ You| Corporation, New York, during | 


—$14 items for $3.95. The public 


|picked out the bait and left the} 
| off-brand shirts.” 


“The greatest advertiser in 


its ad-| 
intense: 


| for Van de Kamp’s Holland Dutch 


Bakeries (AA, June 30). 4 .s 
| The advertising message is ap-| ct ive 
plied to the backs of the benches | 


| $3,000,000 to $2,000,000 and “they | can’t drive a railroad spike with | 
| took their licking with their white a tack hammer, and in today’s | 
\elephant sales, but they are now | market you have to have the kind | 


buying again.” 


‘of advertising that has sufficient. 


in the Los Angeles area (AA, 
April 14) for Weber’s bread, and | REACH THE 


via weatherproof decals. Main-| 


tenance crews clean them weekly, | 
and repainting is scheduled every 
six months. 


U. S. Television Sets 
Show 20°, Sales Gain 


The sale of television sets by | 
the United States Television Mfg. | 


June was $253,258, up 20% over | 
those for May ($213,174), the | 
company reports. Total sales vol- | 
ume for the first six months of | 


Department stores are in better 
shape than food stores. Bullocks 
(oe bee buying in August, 1946, 


and has since reduced inventories 
|nearly 50%. 

“In the drug field, log jams 
| continue—about two more months 
|may be required to clear shelves, 
/according to an_ executive of 
|Rexall. Cosmetics have eased up 
‘a bit; but there have been cas- 
|ualties in this field.” 
| The inventory situation has 
|changed so much, Mr. Allen said, 
that there is actual danger of a 
scramble for merchandise this fall 
|that will increase prices. A Los 
| Angeles manufacturer of sweaters 
reports kid lama yarn up 7.5% 
and has wired his salesmen to 
take no orders for August and 
|September delivery. A Chicago 
dress house has returned orders in 
volume. Spinach is sold _ out; 
fancy canned peas are short. Flor- 
,ida_ citrus, 
last year, is even up in price 
again. 


| 3 Lessons Learned 

Warehouse men, Mr. Allen de- 
|clared, report there is more ac- 
tivity in the past month than in the 
| previous six months, “but they’re 
still loaded with much dead stor- 
age. Jobbers’ supplies are heavy, 


after a bad ‘“break’”’ | 


the year, excluding radios and 


|depth for the retailer to actually | special equipment, was $1,086,315. 


feel it. He is taking nothing on The company specializes. in’ 
faith these days.” large screen projectors for use in| 
_bars, taverns, restaurants and/| 
other public places. U. S. Tele-| 


vision receivers are now operating 
|/in 13 states and the District of 
Columbia. 


Open House Sells 
Wace, Profit Idea 


TARENTUM, Pa.—Forsaking the: Set New Mart Opening | 
“come, look and leave” type of in-| The grand opening of the new | 
dustrial open house, Pittsburgh | $2,000,000 addition to San Fran- 
Plate Glass Company used its re-| cisco’s Western Merchandise Mart | 
cent three-day visiting session | will be marked during the West-_ 
here to get across the complexi-| erm Summer Market, Aug. 4-9. 


Laie : : |The building will house more 
eo Mol aaa. al than 400 permanent exhibitors, | 
; ' 

Signs lined the visitors’ route, representing more then 2,000 | 


ae | manufacturers. 
explaining not only the proced- | 


% The Post is edited for the 
active half of Cincinnati — 
the young-in-heart, inquiring- 
in-mind — 155,000 families 
who actively respond to adver- 
tising. 


The 


incinnati 
Post 
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|ures of glass making, but the 


enormous investment in machin- 
ery and raw materials, the prob- 
lems of research, and the relation 
of management activity to wages, 
production and prices. 

The three days were devoted to 
|families of workers, community 
leaders and the general public, re- 
spectively. Centennial booklets, 
especially prepared to feature the 
/company’s part in Tarentum’s first 
hundred years, recalled in narra- | 
| tive form the highlights of glass | 
making and the contribution of | 
Pittsburgh Plate Glass to the com- | 


have been slower to take their 
losses on the ‘cats and dogs.’ ” 
Mr. Allen pointed to three “les- 


sons” learned from such develop- 

RAND BUILDING, BUFFALO 3,N.Y. ments. First, “‘national advertis- 
ing has been sold to dealers as| 

National Representatives, Free & Peters, Inc. never before”: second, people} 
want better merchandise, and 


third, ‘“‘you can no longer fool the 
retailer with thin advertising cov- 
erage.” 


j During the war, he pointed out, 

+ = \some manufacturers of consumer 
Se items did a “land office” business 

© | without advertising. Now, he 

s said, they either cannot sell or 

have begun advertising earnestly. 

4 “Meier & Frank, a great promo- 

= tional department store in Port- 

~4 land, offered 28,000 off-brand 

% a9 | sweaters—page ads in the news- 


but retailers, especially the chains, | 
can see daylight. The independents 


Form Carter-Johnson 


Eunice H. Carter, former assist- 
ant district attorney for New 


York county, and Ernest E. John-| 


son, former Washington corre- 
spondent and publicity director 
for the United Negro College 
Fund, have formed a public rela- 
tions organization at 516 Fifth 
Ave., New York, to provide serv- 
ice to business and social groups 
interested in the use of Negro 
media. 


WKEJG Appoints Stewart 


Norman A. Stewart, formerly 
assistant sales manager of WCFL, 
Chicago, has been named com- 
mercial manager of Stations 


WKJG and WKJG-FM, new 5-kw 


basic Mutual station now under 
construction for full-time opera- 
tion in Fort Wayne, Ind. 


munity. | 


te 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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Advertising Age, August 4, 1947 


|amity and harmony which he 
| feels must presage a lasting peace. 

Hund feels that advertising 
| holds an opportunity for business 
|men of diverse national loyalties 


European Agency 

Network Expands |to. exchange ideas and experi- 
_ ences, to create demands not only 
, but for th 

fo lA emmcnes Sic tes arses soe unaer 


|standing, and thereby stimulate. 


THe Hacue—Faith and opti- | international unity and coopera- 
mism are qualities strange to post-| tion in tomorrow’s Europe. 
var Europe, but they have helped | 
Han W. Hund, 36 Groenmarkt, | 
here, to build a network of 14 
agencies in aS many countries, in 
the space of less than two years. 

Prior to the war, Herr Hund had 
a small 12-man agency, and a} 


Issues Convention Bock 


cross-indexed directory of coming 
conventions, conferences, trade 


modest list of accounts; a business | per, to be supplemented quarterly 
which he had purchased while thereafter. Titled “Convention and 
publisher of a business monthly Trade Show Directory of 1947- 
in Holland, in partnership with 


Convention Magazine, Atlantic | 
ity, will publish a _ complete, 


' shows, and expositions in Septem- | 


1948,” it will be available only to 
subscribers to the magazine, 
which is published by Paul Rob- 
erts, Suite 712 Professional Arts 
building, Atlantic City. 


Two Name Fisher Agency 


Aulcraft Paints Ltd., Toronto, 
has placed its advertising with the 
Toronto office of James Fisher 
|Company. The agency has also 
been named to handle the adver- 
tising of Victory Mills Ltd., To- 
/ronto, producer of soybean and 
| linseed oils, soybean flour and lin- 
seed meal. 


‘Hawley Joins ‘Look’ 


Tom Hawley, formerly with 
Good Housekeeping and News- 
week, has joined the New York 
| advertising sales staff of Look. 


Drug & Cosmetic 


INDUSTRY 
; Covers an industry with 
; a bright future in ex- 


panding world markets. 


Also Publishers of Beauty Fashion 


his brother. 

His rise to agency ownership | 
was in the almost forgotten Ho- 
ratio Alger tradition of America. 
Born 44 years ago, and forced by | 
his family’s economic situation to | 
begin work at the age of 12, he 
started night school to prepare) 
himself for newspaper work. 

While his career was something 
less than meteoric, it was unex- 
pectedly rapid for the disheart- 
ened, cynical, post-World War I 
Europe. From night editor on an) 
Amsterdam paper, he moved to 
feature editor and later editor of 
a national weekly, before becom- 
ing publisher of the business 
monthly and _ purchasing’ the 
agency. 


| 
| 
| 


Starts Feature Syndicate | 


As an entrepreneur, he started 
the first Dutch newspaper feature 
syndicate, selling American and 
British material throughout the) 
continent and teaching himself) 
English, French, German and 
Swedish in the process. 

The second war changed what} 
might otherwise have been an un- 
usual but not improbable career. | 
With the German invasion of Hol- | 
land, agency business became a| 
hand-to-mouth affair, and Hund) 
joined the underground, taking | 
photos of V-2 launching sites near 
his house. These were sent to the | 
British by microfilm, via the| 
Brussels-Lisbon-London route. 

The Gestapo was grooming him 
for the firing squad for his under- | 
ground activities, when he escaped | 
prison and returned home, to find | 
it leveled by an RAF blockbuster | 
dropped by a plane using his own | 
photographs of the V-2 target) 
area. 


Follows Ellis Network Plan 


Two months later, the Germans | 
had been driven from Holland, 
and Hund began to activate his) 
jlans for an agency network, an | 
dea he derived from Lynn W. 
Ellis of Westport, Conn. A two- 
age questionnaire went to agen- 
ies in almost every country of 
furope. From their replies, he 
hose a few to participate in the 
operative group, similar to the 
ive Ellis-plan networks in the 
United States. 


| gh ws 
With an average of four agency | gee > = 
prospects in each country, the list eit A m 4 
evew rapidly, until today the net- (& pl >} co> 
work has agency affiliates in such | ©. i cchrh 
cties as Paris, Brussels, Oslo, = NYO Er 
Stockholm, Luxembourg, Lisbon, ~ ' 4 
adrid, Cairo, Helsinki and Cop- A> 
ihagen, as well as The Hague. 1A 
His current network prospectus ~ 7 
id bulletins are in the best idio- 


atic English, and all dealings 

ith advertisers are carried on in 
tne same language. As long as a 
year ago, his relations with the 
London offices of the larger 
émerican agencies were cordial, 

id business increased. 

But, again in contrast to the ni- 
‘lism of present-day Europe, 
bund is seeking peace even more 
“oan business. He sees in The In- 
urnational Network of Advertis- 

g Agencies, as he calls his 
£ oup, a chance to create the 


RES 


With a net paid A.B.C. circulation of 


1,036,106,** Popular Mechanics has an 
audience of more than 3.7 MILLION alert, 


fact-hungry, ad-reading, male ‘“‘P.M. 
Minps.”’ It’s a big market for any man- 
bought product from ties to tires. 


To sell anything 


7 
Rai: 


™ 


sai oe. 


> Not included are our two foreign edi- 
tions— Mecanique Populaire and Me- 
canica Popular—with their 130,000 
combined circulation. Advertising in 
these editions is sold separately. 
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111 
cain ©: FIRST 6 MONTHS 1947 


vs. 
FIRST 6 MONTHS 1946 


oa) 


Bee, Saves 


60 pages 
gain 


* * Began publication in April, 1946. April-May- 
June, 1947, compared to same months of 1946. 
This magazine has 440-line pages, all others 
224-line pages. 


Total pages of advertising, first 6 months, 1947 


964 813. 458 100 
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Double exposure means more sales. Field & Stream 
provides ‘double exposure.’ That’s why—more advertisers 
used more space in Field & Stream for the first 6 months 


of 1947 and for the past 36 years than in anty other 


sportsman’s magazine. 
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The above illustration is a comparison of the adver- 
tising linage carried by the three leading sportsman's 
publications for the first 6 months of 1947. 


AMERICA’S NUMBER ONE SPORTSMAN’S MAGAZINE | 
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Magazine 


exposed first 
IN FIELD & STREAM 


A sporting goods company writes to Field & Stream: 
“The ad placed in your publication advertising . .. 
Choke installations has us swamped...'’* The many 
advertisers who make Field & Stream a ‘‘must’”’ on 
their outdoor lists will tell you: It’s far more impor- 
tant to reach the key sportsmen than to reach the 
most people! 


Proof of results from the advertiser “ 
*From the testimonial letter files of Field & Stream 


THE LEADER—More sporting goods advertisers used more space in 1946 in 
Field & Stream than in any other outdoor publication. These advertisers € ve “Be 
appreciate the double valiie that ‘double exposure” provides. 


exposed second 
AT THE POINT-OF-SALE 


A recent survey among sports dealers asked, ‘‘Which 
outdoor magazines do sports dealers turn to for sugges- 
tions regarding . . . goods to stock. . . ?** The dealers’ 
first choice by a wide margin was Field & Stream. 
This is proof of Field & Stream’s influence at the point- 
of-sale—and proof of the fact that dealers are interested 
in selling products advertised in this magazine. 


Proof of dealer influence 


**From Richard Manville dealer survey 
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38 
would offer the advertiser a nat- | appointed special promotions man- 
Brewer Names Wolfe WF | L to Offer ural for promotion. -ager of Station Wwso, Spring- 
Richard L. Wolfe has been : Rates for facsimile space are to| field, O. He will be assisted by 
named director of sales of Tivoli Fax and Video be established on a per-page, per- his son, Ford Rush Jr., who was 
Brewing Company, Detroit. 


, ‘ recently released from the Army. 
PHILADELPHIA — WFIL, which) recorder basis. It has not been Viewiedn Weber, formerly with 


will be on the air with television determined yet whether WEIL | WSAI-WLW, ie” tena * adel 
d facsimile stations in the fall, will charge two rates: one for director. 
LOOP OFFICE SPACE AVAILABLE will nr eageodarcrtotonn a combina- home receivers and one for re- ‘eighteen 


1110 square feet in Penthouse /tion of time on the video outlet) ceivers set up in demonstration | ton Resi 
Ideal for nye mie iniag os aged _plus space in the facsimile edi-| places for public viewing. ery Johnston ot . 
or Small Advertising Agency | tion of the Philadelphia Inquirer. | aan vas advertising manager of Indus- 
LYON & HEALY BUILDING | = In making this announcement, WWSO Appoints Three trial Trends, New York. He was 
64 East Jackson eo aco | Roger W. Clipp, general man-| Ford Rush, formerly personal | formerly advertising manager for 
WABash 7900 | 


ager of the station, said the tie-up | manager of Roy Acuff, has been Electrical Engineering. 


Look again! Actually that’s not two farmers you 
see .. . only one! Yet, if it’s farm income you’re 
looking for it’s easy to look at Iowa and see double 
because average income per farm in this rich 

state is more than double the national average.* Yes, 
Iowa farmers have money to spend and they need more 
things more urgently than ever before. Now is the 

time to reach them and to sell them through the 

locally published farm paper that has earned their 
confidence, their respect, their loyalty—Wallaces’ 
Farmer and Iowa Homestead. Wallaces’ is 
looked-for, listened-to, believed-in in more than 
90% of all lowa farm homes. Its saturation 
circulation throughout Iowa and neighboring 
counties enables you to reach these high 

income farm readers at low cost per thousand. 
Sell Iowa... world’s richest farm state... with 

its state farm paper, Wallaces’ Farmer 

and Iowa Homestead. 

*Average income per farm for Wallaces’ Farmer subscribers is even 
higher. According to special tabulation made by the Bureau of the 


Census for this paper, Wallaces’ Farmer subscriber income averages 
$7,016.00 as against the national average for all farms of $3,091.00. 


WALLACES’ FARMER 


aii \OWA HOMESTEAD 


DES MOINES, |OWA 


aor. 
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Start Production 
of Newspaper 


Vending Machine 


SEATTLE—Auto Newsy, Inc., ha: 
started production of an auto- 
matic newspaper vending machin: 
that will handle, its sponsors sa, 
newspapers ranging in thickne: 
from six to 250 pages, witho) 
adjustment of the mechanism. 

The company, with headqua:- 
ters in Renton, Wash., recently 
was incorporated with a $250,000 
capitalization. Its officials include 
three men experienced in news- 
paper and magazine promotion 
work. The firm hopes to market 
the machines in both the United 
States and Canada, and has al- 
ready contacted circulation direc- 
tors of dailies via direct mail. 

A sales test using Auto News: 
in vending magazines is being con 
ducted in the cafeteria of the 
Boeing Aircraft Company plant 
here. The company believes use 
of such a vending machine wil! 
permit sales of magazines in 
places of heavy pedestrian traffic 
where there is no room for 
magazine stand. 


Machines Priced at $89.50 


The new machine will vend 
| both daily and Sunday news- 
|papers, with a simple change at 
| the coin box making the shift. 
| Use of aluminum and stainless 
steel makes for an all-weather 
| box which, the company says, re- 
quires no lubrication or servicing. 
When collections are made, empty 
boxes are inserted and the locked 
boxes taken to the newspaper of- 
fice for opening. A _ drop-coin 
mechanism returns the money if 
the customer deposits the wrong 
amount, or if a paper is not de- 
livered. 

The machines are priced at 
$89.50, with quantity discounts 
bringing the price for 100 or 
more to $75 each. They were 
styled by Design Research, Inc., 
Seattle. 

Drake L. Cummings, president 
of Auto Newsy, formerly was en- 
gaged in circulation work with 
Hearst publications and now is 
wholesale manager of the Sun, 
Vancouver, B. C. Stuart E. Kidd, 
sales director, also was with the 
Sun, serving as district circula- 
tion manager. Cecil L. Hoff, field 
director, was with the Sun as as- 
sistant promotion manager and 
later was with Macfadden Pub- 
lications. The inventor of the 
machine, John Kosloski, is direc- 
tor of research and development. 


Offers Ad Training 


Needham, Louis & Brorby, Ch: 
cago, has staricd a summer train- 
ing program for selected collexé 
students who plan to make ad- 
vertising their career. If the stu- 
dents’ first summer turns out sa!- 
isfactorily they will be invited 
to return each summer uni! 
graduation, at which time th) 
will be given the opportunity of 
a permanent position with te 
agency. 


a 


Two Name Evans Agency 


Evans Associates Compan) 
Chicago, has been appointed ‘0 
handle the advertising of Cof!:. 
Hoist Company, Danville, L,, 
| using business papers, farm pw>- 
|lications and direct mail, «10 
Dow Theory Forecasts, Chica {0 
using business papers and met 0- 
| politan newspapers. 


—_ Cuts Price 20% 


Dana Perfumes, Inc., Chicé 
has announced a_ reduction 
approximately 20% in the wh¢ 
| sale and retail prices of its p 
| fumes and colognes. 


Forms New Sales Divisio: 


Kasco Mills, Inc., Toledo, h: 
established a new sales divisi 
|in Concord Depot, Va., under t! 
direction of Colonel P. B. Stra’ 
| ton. 
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lhe Creative Wan Corner 


“Much ado about nothing’ might be 
an appropriate title for an article about 
Marvel bread advertising. For this pseudo- 
scientific advertising has all the appear- 
ance—and tone—of a page out of The 
American Weekly without, in the opinion 
of this Corner, any of the substance. 

Bread, it must be admitted, is a difficult 
product to advertise, since it is practically 
impossible to distinguish between one loaf 
and another. Nevertheless, that seems 
little reason why all the differences lack- 


ing in the product should be crammed 
into the advertising. 

If you read the copy carefully, you 
realize—by the time you finish it—that 
Marvel bread has nothing other breads 
don’t have. But you’re just not supposed 
to read the copy carefully. In any event, 
advertising like this would seem to do 
little to bolster public confidence in ad- 
vertising generally. To those responsible, 
the Corner apologizes for being unable to 
pass out the laurel. 


THE ADVENTURES OF “CHICK STRONG 


“Build-Up’ Benef 


O S$ GREAT 
TO TEAR AWAY THE HEAVY 
7 7 


CALLS ON STRENGTH | LATER, AT JUMY'S HOUSE. 
PLANKS Tae OOCTOR SAYS 


Marvel Sandwich Bread 
| Help Growing Active Children! 


. .. THE PAY-OFF . . . OTHER FEATURE: 


sion which defiles and debilitates so 
much of our advertising today. I insist 
that it militates against sales even among 
12-year-olds, for I know that 12-year- 
olds have an uncanny sense of con- 
descension. An advertiser who de- 
liberately plays dumb for his mythical 
morons is definitely alienating a huge 
portion of the great American public 
which has, strangely, a much greater 
amount of good taste and common sense 
and sense of the phoney than we are apt 
to give it credit for.” 

The second is an excerpt from a speech 
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A few lively facts and figures 
for 8. & O. employes 


says, that it got so he did nothing but 
work at home, which eventually forced 
him into opening an office. When the 
Herolds go to Florida for two and one- 
half months each winter, he works half 
days. 

A wiry, bespectacled, beaked fellow 
with quick, deft movements, Herold is 
proud of his golf game (he shoots in the 
low 80s), likes to play with photography, 
and dancing. He once did a series for 
Arthur Murray, got so interested that he 
and Mrs. Herold took the course—and 
he became proficient in such exotic ex- 


> 
Ite Prel i ee 
Now { Mus} j ss ae 
THE Maree, oe? | MUST ie 
wire Pil a ¢ ; THIS SIMDy rd 
iva) Mage rr iF ba NUM, =“ +g 
a * ‘ , 


WHY, TOMMY! 
THIS WILL BE 
YOuR THIRD 
SANDWICH! 


1 KNOW, MQM! 
THEY'RE SO GOOD 
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You Ought to Know . 


Sooner or later, almost every adver- 
sing agency comes to the point where 
it is forced to explain a tough, de- 
tailed situation in simple, comprehensible 
terms. And a good many of them, and 
some of their clients, 
have turned to the 
Don Herold Company 
to do the job. 

The Don Herold 
Company is merely a 
siness-like way of 
saying Don Herold, a 
wryly humorous man 
whose skill with pen 
and typewriter has 
turned him into a one- 
men idea factory. Fred 
Allen is supposed to 
have quipped that he was probably the 
n'y man who had written more than 

could lift, but he certainly has a 

il in Herold, who turns out brochures, 

, Magazine articles, books, annual re- 

ts and stuffers with speed, compe- 
‘eice and originality. 

ferold was born in Bloomfield, Ind., 

) what he calls “poor but profligate par- 
fn s” (a quip not founded on fact— 
Herold pere was a banker); he attended 

« Chicago Art Institute for a year, then 
went to Indiana University, from which 
le was graduated. From Indiana he 
weat to Los Angeles, worked a year as 
4 cartoonist and reporter on a news- 

1, er, came back to Indianapolis to write 
Ureet mail advertising and catalogs for 


Don Herold 


« Tastes Betier... 
Becanve st comiains aaly highest-quality ingredients 


ded ingredients mean tender, 


e «¢ Don Herold 


the Hollenbeck Press. After three years 
with Hollenbeck, which left him with a 
permanent appetite for typography, he 
set out for New York. 

While in Indianapolis, Herold had be- 
gun to sell magazine cartoons and humor. 
He figured that New York was the place 
for him. He worked as a copywriter 
with Federal Advertising Agency for 
three years, then cut loose for himself. 

Like many another writer of the era, 
Herold aimed primarily for Judge and 
the old Life. During the period he served 
as both movie and drama critic for Life. 
Besides magazine articles and cartoons, 
he wrote part of a musical called “Crazy 
with the Heat,” which ran for six 
months on Broadway. 

He is the author of six books, “Our 
Companionable Goldfish,” “Bigger and 
Better,” “There Ought to Be a Law,” 
“So Human,” “Strange Bedfellows,” and, 
best remembered, “Doing Europe—and 
vice versa,” which summarized the ex- 
periences of the Herolds on a trip 
abroad. 

Hard-working and contented, he says 
he “still has more fun than any other 
huckster in New York. I hear these guys 
growling about prostitution in advertis- 
ing ...I get as much kick out of having 
an ad in the Post as I would from having 
a short story there.” 

His philosophy about advertising can 
be summarized in two quotes, one from 
his “Don Herold’s Magazine,’ on sim- 
plicity: “I decry this blatant condescen- 


he delivered at the Direct Mail Adver- 
tising Association in Boston: 

“There are two particular dangers in 
using humor in advertising: you can’t, 
on one hand, pretend you are going to 
be entertaining when you haven’t any 
real intention of cutting loose. And, on 
the other hand, I’m thinking of adver- 
tisers who use cuteness instead of humor, 
an attempt at sophistication which 
amounts in the end to nothing more than 
a lot of high-priced baby talk.” 

This from a man who has one of the 
surest hands in the business for copy 
with a light touch. Currently, Don does 
regular work for Baltimore & Ohio Rail- 
road (Richard A. Foley Advertising 
Agency), American Fire Insurance 
(Prince & Co.), Peter J. Schweitzer (Al- 
fred J. Silberstein-Bert Goldsmith), Gen- 
eral Mills (BBDO), Tung Sol (Freystadt 
& Associates), Detexol (Keelor & Stites 
Company), Reardon’s (Oakleigh R. 
French & Associates). He also works 
direct for Cadillac, Simmons, Procter & 
Gamble, Texaco, Bowes Sealfast, Sim- 
plicity Patterns, Alcoa, Heywood-Wake- 
field and others. A typical week’s sched- 
ule shows he has 16 jobs for regular 
clients in progress, 13 special jobs. 

Don gets a little bitter when his friends 
tell him, “Gee, it must be nice to be able 
to work at home.” The trouble is, he 


ercises as the rhumba, fox trot and Lindy 
hop. 

Don gets a good deal of enjoyment out 
of his own work, as evidenced by a card 
he mailed to public relations-conscious 
friends: “Public relations are the letter 
you don’t write when you’re mad and 
the nice letter you write the son-of-a- 
bitch the next day after you’ve regained 
your sense of humor.” 

The Herold stick-figure technique is 
almost universally recognized, but an ex- 
amination shows that most of them bear 
a startling resemblance to Herold, an 
item which doesn’t seem to have hurt 
their sale. 

Friends of Herold point out that as 
a companion, liquor makes him sneeze, 
he can’t sing and “he’s one of the most 
thrilling talkers in the world—can say 
more in a couple of words than lots of 
folks can say in a week.” 

He lives on the rim of a golf course, 
at the Candlewood Lake Club, Brook- 
field, Conn., and calls the house ‘Dark 
Circles.” He also keeps an apartment 
on East 86th St. He has two daughters, 
both of whom were copywriters, and 
both of whom gave it up. The one who 
worked for Y&R and Esty is now a 
mother and a free-lance copywriter, and 
the one who worked for McCann-Erick- 
son is now studying art. 
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How do leading Hardware Dealers rate your line? Are they planning 
to sell your brand or your competitor’s? What’s the potential unit 
and dollar volume at stake for you in the Retail Hardware Market? 


15.3%, from 22,550,000 to 26,000,- 
000. At the same time, Life sa) 

The Saturday Evening Post’ 
audience has grown from 12,70), i 
/000 to 13,750,000, and Collier's 
from 10,900,000 to 11,100,000. 

| Left out of Life’s projections. 
| Look recently started “Continuing 
Magazine Audience Studies” 0n 
its own. As soon as the curr 
Life ad was published, Look ha:st- 
/ened forth with a news release on 
|its Report No. 2, showing Lovo °’s 


4av USING ge. Aud 7 Toe 
Mame Vepebibety hes bees meet manatee facts look good, an advertising f 42% 
alter H. Vogelsberg, formerly | : ogram of Considerable dimen- ° 
with General Flectric. Company, Philedeiphie” a caaredd sions may eventuate. Pil 
: 6 
Mindful of the way the public- Col 
! ° P . 
CAR CARD ADVERTISERS: ‘Names Beaudette A.M. | Despite the passage of the Taft-)| the national election in Novem-| ity on its “united front” program 
<> ten Wayne B. Beaudette, formerly | Hartley bill curbing labor, the! ber, 1948. boomeranged three years ago Pre 
ioe e*Sigeeraateof atacd| American Federation ot Labor is 5 ey ee 
oe , reported to have been pleased Crowell-Collier Publishin a » Me Ft Corpe 
"CARDISPLAY’ Pag cout Condy "Geese with results of its intensive news- Company, which showed a polones Bureau of Advertising, ANPA, ha trodu 
CARDISPLAY CO., 1004 MARQUETTE AVE., MINNEAPOLIS, MIND. nce yg A ‘lpaper and radio campaign last|net profit among magazine pub- said little since April on progress ff teaser 
| Sher ua Bede. |lishing groups of $6,539,000 for|'™ Setting members to subscribe ff jects 
| A Gallup poll made just before | 1946, probably will not do so well adh ested ce liana an the f 
(the campaign started showed / in 1947. Increased manufacturing gram, 
FINE OFFSET LITHOGRAPHY | about 19% of the people backing | costs of $3,000,000 to $4,000,000 — to $1,000,000 5 Broac 
ilies ue | Labor. Two weeks before the cam-_ are responsible. Se ae et eee Cor 
ee © | paign ended Gallup found 38% ei ig favorably, “under low-pressure consic 
eS : ‘ ne . ; selling,” AA was told, and an- 
were backing labor, with 43% The National Piano Manufac- nouncement is expected in a few womea 
against, and the rest undecided. turers Association has appointed weeks that it has moved over th and a 
Similarly, a four-city poll by Foote, Cone & Belding to make a to sis to be 
Mutual Broadcasting System complete analysis of potential * ¢ & & are bay 
showed that the proportion of | markets as well as of production : ‘ * ver 
people pro and con labor fell from | facilities and the ability of the| tion hoc need Me et Associa- Ti set, a 
. tong & , prewar plans 
three to two to even in this industry to finance increased PYO-!| for South American editions o! — 
eriod. duction and sales, as the prelude : : C 
nite opens THE VERITONE COMPANY AFL leaders are expected to to a possible advertising - pro- pos echt ge eg og a dé 
: Hee 57 W. GRAND AVE. © ememete -act next December on a large- motion campaign. The survey well past the  Ganieedion stage WAB 
“ ” scale, consistent campaign to de- will take six months, and may|with Dr. Morris Fishbein editor Wi 
wuitewaut 5957's feat the “anti-labor” legislators in cost as much as $25,000. If the. of the Journal, an im tent lap of nal 
}an extended tour which included now ¢ 
dior ” ; 
| visits to Puerto Rico, Colombia, Pilotu 
Sa ee | Venezuela, Brazil, Uruguay, Ar- Bf) oak 
tes os Spa Do aviv at aaa ss is ee | gentina, Chile and Peru. ines 
rr a ott a oe ee | His report on the prospects for News| 
eee ss : % successful establishment of the & ,. oo 
' : |Spanish and possibly Portuguese Berge 
as 1 i editions will be presented to AMA The 
or a oS antaee eat — 7 eo /executives upon his return late ores 
eis pagent S a 5 ; ieeee ae 2" eee | this month. Final decision on the States 
proposed editions, however, will be the R 
| deferred until early in September manu 
Resignation of the AMA’s pub- Long 
_ lic relations counsel leaves the as- to ar 
sociation without external public slects 
_relations assistance. Its own p.r. radios 
. Staff will handle publicity until effect. 
STATISTICAL DATA | ne pow pod ¥  ‘oreimn prob- No 
|'ably early this fail. ; 
: MAJOR APPLIANCES - ees ae 
LIKE THIS ON 17 - In comics and gravure Metro- pre. 
r janis “oes politan Sunday Newspapers is ox-8 uu... « 
| pected to carry $17,000,000 in ad- the fi: 
>. ERATORS | vertising in 1947, compared with 
ELECTRIC REFRIG $14,800,000 in 1946—and with $3,- 
800,000 in 1941. In gravure alone Hart 
fa ge ig > an pride . at Ha 
: ctric in the first seven months of this 
— dealers expect to sell 531,928 ele ait Wile Ge Guach eoeinn ot Toron 
ounded in , Metro gravurefM and © 
ER wore 7 dealers expect a sales volume of and comics have grown in the six pointe 
et pact WER 14 799.816 years since W. E. Hosac becameff ford 
; “pin ’ ’ $104, 1040. : ates gs = cael cg — 
é ie. : . . rom re) papers, and from 35 
 &§ grart o co) a of the electric refrigerators will be sold to 110 employes. Metro’s promo- 

NERS = 4 92% by HARDWARE AGE subscribers. tion budget has expanded in this Pogt 
cts « i. ’ period from $35,000 to more than Po 
| we sie a of the electric refrigerator sales — aw, 8 |. York, 
| ea 9% ) will be made by HARDWARE ‘b4 CoN Fertig 

yet unit a (dollars : ; ' In a current newspaper cam-§ tising 
: AGE subscribers. ‘paign Life reports findings inj —— 
: : | Study No. 9 in its “Continuing — 
m= Study of Magazine Reading” 
which show that, since last fall, 
Life’s total audience has _ rise! Z 


You'll find the answers in a brand new report just released by 
our research department titled “What Hardware Dealers are Plan- 
ning”.* A copy will be sent to you upon request. It covers 584 brands 
in 17 major appliance lines. It gives you 44 pages of facts and figures 
on the plans, involving a sales volume in excess of $434,000,000 by 
major hardware dealers in cities and towns of 50,000 and less. 


audience increasing in the st 
2 ‘nine months from 12,650,000 to 
. Over 88% of these sales — more than $382,000,000 — will 15,650,000, or 23.7%, compe e¢ 


with 15.3% for Life. 

Look’s figures tally with Li es 
on Life, the Post and Colli’ 
and also cover American Me j@- 
zine, rising from 9,400,000 to 0.- 
200,000, and ‘Cosmopolitan, 
from 7,150,000 to 8,150,000. 


’ be made by Hardware Age subscribers. 

Of course, a copy of “What 

Hardware Dealers are Plan- 

ee ning” will be sent you by return 
mail — just drop us a line on your 
letterhead. 


More new reports on Housewares, Sporting Goods and other 
important lines are in preparation. Full information on request. We 
can help you sell the leaders in the hardware field. 


CON 


Bans Advertising 
Thrown from Planes 


The throwing of advertis 8 
matter from an airplane or 
of a loudspeaker on a plane 
advertising purposes is forbid 
in Dallas. The City Council ! 
passed an ordinance prohibit 
the practices as a nuisance 4 
jhazard to life and property. 
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& Charter Member @ 


100 EAST 42nd ST. 
NEW YORK 17, N. Y. 
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Pilot Corporation 
Considers Network 
Program for Fall 


New YorkK — The Pilot Radio 
Corporation, which recently in- 
troduced its Pilotuner with a 
teaser newspaper campaign, ex- 
pects to enter network radio in 
the fall with at least one pro- 
gram, probably over the Mutual 
Broadcasting System. 

Company officials say they are 
considering bankrolling a daytime 
woman commentator’s program 
and an evening newscast. Products 
to be featured in the commercials 
are the Pilotuner, a unit which con- 
verts an AM radio into an AM-FM 
set, and Pilotone records, the non- 
breakable plastic platters. 

Pilot Corporation now sponsors 
a daily hour’ broadcast over 
WABF, New York FM station. 


Will Use Magazines, Dailies 


Details are being worked out 
now on a promotion drive for the 
Pilotuner. The campaign will 
break in newspapers and maga- 
zines shortly after Labor Day. 
Newspaper copy will be on a deal- 
er cooperative basis. Alfred Paul 
Berger Company is the agency. 

The Pilotuner, on sale now at 
stores throughout the United 
States, is priced at $29.95 east of 
the Rockies. The unit, which is 
manufactured at the company’s 
Long Island plant, can be attached 


Noble Forms Own Firm 


Thomas B. Noble, chairman of 
the board of directors of the 
Young Men’s Board of Trade of 
New York, has gone into private 
business to provide a special pho- 
tographic service for advertising 
agencies. The firm, Thomas B. 
Noble Associates, will have offices 
at 302 E. 45th St., New York, and 
will represent advertising, fashion 
and commercial photographers. 


Appoints Van Sicklen 

Hunter Van Sicklen, formerly of 
Life and Time, has been named 
manager of the Chicago office of 
the National Advertising Service, 
10 S. LaSalle St. NAS, advertis- 
ing representative for college 
newspapers, has opened offices in 
Los Angeles and San Francisco, 
to cover California, Oregon and 
Washington. 


‘Joins ‘Promenade’ 


Mrs. Senate George, former edi- 
tor of This Week in Washington, 
has been appointed Washington 
representative of Promenade. She 
was formerly with Julius Gar- 


finkel & Co. in an advertising 
capacity. 
Names Smith and Carlson 


Western Advertising Agency, 
Inc., Los Angeles, has appointed 
Hassel W. Smith general manager. 
Milton Carlson, vice-president, 
has been named director of radio. 


Appoints Peter Snell 


Peter Snell, for the past eight 
years in the advertising depart- 
ment of RCA Victor Company, 
Montreal, has joined the staff of 


Canadian Advertising Agency, 
‘Montreal, as account executive. 
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WATT Publishing Co.. 


MOUNT MORRIS, HL. . 
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Ssssay 
Has 


oSSSSSSSS 


to a loud speaker system and an 
electrical phonograph as well as 
radios, thus converting them— in 
effect—to an FM radio. 

No definite date has been set 
for the introduction of the Pilot 
Corporation’s fall line of radios 
and consoles. This year’s display 
also will include a television set-—— 
the first to bear the Pilot label. 


Hart Appoints Poyntz 
Hart Equipment Corporation, 
Toronto, manufacturer of alumi- 
num, chromium and wood furni- 
ture, silver, glass and chinaware 
and plastic-top tables, has ap- 
pointed the Toronto office of Al- 
ford R. Poyntz Advertising to 
handle its advertising. Trade 
publications will be used. 


Post Watch to Fertig 


Post Watch Company, 
York, has appointed Lawrence 
Fertig & Co., New York, as adver- 
tising agency. 


Look (le 


in the basic sources 


OF MARKET INFORMATION 
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% Advertising Age's 
CONSUMER MARKET DATA BOOK 


= oe 


% Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 
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Baltimore 


News-Post 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


if you, too, missed the news that Baltimore is 57,620° 
families bigger, get wise: 


Now more than ever, to cover bigger Baltimore, you 
need the biggest paper — 194,063 City Zone circula- 
tion among 321,158 families, and the News-Post total 
circulation is 221,127. 


*Sources: Director of Statistical Section, Baltimore City Health 
Department; Building Engineer, Baltimore County; Super- 
visors of Assessments, Howard and Anne Arundel Counties. 
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130 Advertisers 
Spent $1,000,000 
Each Last Year 


Magazines Got 46% 
of 3 Media Total, 
MAB Study Finds 


NEw ‘Yorx—One hundred and 
thirty national advertisers spent 
$1,000,000 or re each in maga- 
zines, national and regional farm 
publica ong, ‘hewspapers and gross 
network’ radio time in 1946, as 
compared with 123 in 1945, the 
Magazine Advertising Bureau re- 
ports in “National Advertising 
Investments in 1946.” 

Led by Procter & Gamble, with 
$24,656,164, six advertisers in 
£946 spent more than $10,000,000 
each; 16 more than $6,000,000 
each, and 33 more than $3,000,000 
each. ; 

The standi heeahite are the 
same as those published in AA 
May 19, and the individual fig- 
ures approximately the same. 
Some changes in’ standings how- 
ever, by MAB, are General Mo- 
tors in fourth place, replacing 
Lever Brothers, moved to fifth. 
National Distillers, 23.in the AA 
ranking, is ranked number 18 by 
MAB, and its total increased from 
$4,179,938 to $4,718,831. 

The book covers 2,263 com- 
panies whosé investments in news- 
papers, magazines (including farm 
publications) or network radio 
totaled $25,000 or more in 1946. 


Magazines Hold 46% of Total 


MAB explains that it did not 
“attempt to collect information on 
. . . Spot radio, outdoor or trans- 
portation advertising,” because 
data on “magazines, newspapers 
and network radio suffices for 
most purposes of comparison of 
one company, or one product, 
against another.” 

With $381,256,000 in 1946, the 
study shows, magazines (includ- 
ing farm papers) represented 46% 
af the total of $828,652,000 of na- 
fional advertising in the three 
media in 1946. Newspapers (in- 
cluding Sunday supplements) had 
$228,000,000, or 27.5%, and net 
radio volume (network and spot) 
was $219,396,000, or 26.5%. 

These figures do not include 
preparation charges for printed 
advertising, mor talent charges 


for radio; Included under maga- 


NO TYPE 


Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ods. Cardboard letters are 
automatically aligned when 
get into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 


zines is gross revenue of 104 gen- 
eral magazines and 11 national 
and regional farm magazines 
checked by Publishers’ Informa- 
tion Bureau. 


Survey Covers 73% of Newspapers 


The $228,000,000 figure for na- 
tional advertising in newspapers 
is an MAB estimate. “The 1946 
investments of all national and 
regional newspaper advertisers 
who expended $5,000 or more in 
newspaper advertising in papers 
checked by Media Records was 
$161,073,625 . . . The circulation of 
these papers represents approxi- 
mately 73% of daily and Sunday 
circulations in the country.” 

Even though national newspa- 
per and Sunday supplement ad- 
vertising is “heavily concentrated 
in the larger cities,” a straight cir- 
culation projection would make the 
total $221,000,000. ‘We believe,” 
MAB says, “that the total figure 
of $228,000,000 is sufficient to al- 
low both for the small number of 
additional national newspaper ad- 


BI 


vertisers” who spent less than 
$5,000, “and for those few national 
advertisers in the financial and re- 
sort fields not included by Media 
Records.” 

MAB points out that the gross 
revenue of the four national radio 
networks, as reported by PIB, was 
$193,009,599 in 1946. Their net 
revenue, as estimated by Broad- 
casting, was $127,390,000. “In ad- 
dition, Broadcasting estimates the 
net billings of regional chains at 
$5,800,000, and net national and 
regional non-network billings 
(spot radio) at $86,206,000.” Thus 
the total for 1946 radio advertis- 
ing, “exclusive of talent charges,” 
is estimated at $219,396,000. 


Magazines Get Most Variety 


The 2,263 companies included 
in “National Advertising Invest- 
ments” advertised 4,180 individual 
products or services in these me- 
dia. Of these 4,180 products, 
MAB shows, 3,287 or 78.6% were 
advertised in magazines; 1,818 or 
43.5% in newspapers, and 396 or 


9.5% in network radio. 

More than 70% of the products 
spent more money in magazines 
than in newspapers; 29.7% spent 
more in newspapers than in maga- 
zines; 88.1% spent more in maga- 
zines than in network radio, and 
11.9% more in network radio 
than in magazines. 

Some 3,003 of the 4,180 products 
advertised in only one of the three 
media: 71.8% only in magazines; 
23.5% only in newspapers, and 
4.7% only in network radio. 

“Since 1939,” MAB explains, 
“there has been a decrease of 30% 
in the number of products adver- 
tised exclusively in newspapers; 
a gain of 133% in number adver- 
tised exclusively in network radio, 
and of 232% in the number adver- 
tised exclusively in magazines.” 


Releases Bostonian Ads 


Commonwealth Shoe & Leather 
Company, Whitman, Mass., will 
launch its fall and winter cam- 
paign on Bostonian footwear lines 
Aug: 15 on a two weeks schedule 
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running through Dec. 30, using 
Collier’s, Esquire, Life, News. 
week and The Saturday Evening 
Post. Trade publications, news- 
paper mats, direct mail, display 

cards and spot radio will also we 
used 


Schedules Yankee Drive 


Yankee Shoemakers, Newmnar- 
ket, N. H., manufacturer of Litile 
Yankee children’s shoes, has 
scheduled an ad-a-month cam- 
paign in color in Good House- 
keeping and Parents’ Magazine, 
plus black and white ads in trade 
publications. Copy will feature 
the slogan “Little Yankees are 
designed to keep little feet nor- 
mal.” A_ specially designed fiu- 
orescent electric plastic counter 
and window sign is available to 
dealers. 


Fader Appointed 

Schulz & Behrle, East Orange. 
N. J., designer and manufacturer 
of interiors and custom-built fur- 
niture, has appointed the Frank- 


lin Fader Company, Newark, to 
planned for 
newspapers and class magazines, 


handle advertising, 


types to select from, each 
pocked in a compact, refill- 
able leatherette case 


| 
Ge 24 -Page 
Catalog 


3415 ROSCOE ST., CHICAGO 15, ILLINOIS | 


Jn oer 


“while on our sized farm my machines may 
not earn the top cash return on their cost, they 
save us many an hour that we can use for our own 
ideas on how to live.” 

For the Pauls, and millions of other farm 
families today, know that the end product of good 
farming is more than just production. It is good 


living. 


Intelligent planning and teamwork have enabled 


5th in a series of living portraits 
of “Good People to Know” 


munity affairs. 


man family. 
warming . . 


says Elmer Paul, 
R. D.#2 Roland Road, Nevada, lo 


the Pauls to build a good life—with time for family 
fun and entertaining friends . .. time for flying, 
decorating their home and taking part in com- 


Their story, told in Country Gentleman for 
August, will inspire many another Country Gentle- 

And you, too, will find it heart- 
. and a thought-provoking picture of 
the better life farm families are now enjoying. 
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using - * being the perennial “Hit Parade,” fall and winter advertising plans 
Jews- Luckies Pick Ayer now on NBC Saturday night. Logan Company in a double page color trade pub- 
the for Football Tele.; arrangement with Ayer on foot- Buys Silence pte hon BaF gee — 
ay z rd ae : “ agazine, Collier’s, Esquire, For- 
Iso be FC&B Is Retained = a ercvaetleg eee ak LoutsvittE— The Logan Com-' ¢ign Service and Sport. Coop- 
and that, despite a tot of rumors, | pany is making its bid for a place| erative newspaper and radio ad- 
New Yorx—American Tobacco|no change in the company’s ad-|in history as radio’s most en-| vertising, window displays and 
rive [| Company has appointed N. W.|vertising from Foote, Cone &/ lightened advertiser. counter cards will be available to 
ymar-| Ayer & Son to conduct experi- Belding is contemplated. Time buyers have tried all| dealers. The copy also announced 
Little} mental television broadcasts of Cieesestlifnoagiies peg pt: renga ge to ae hea le staple 
has fh ¢; : . . se eir products, but this com- ; 
By. f otball games this fall, for Lucky Far East Photo Review’ - . How ng ee sll al 
: trike cigarets. Li d 5 j pany chose the obvious, a 
Ouse- censed in Japan suggestion of WKYW’s manager, 
a t 
Jazine, The Company does not yet F ise ‘Phets Revi 11-|Edwin S. Weldon, and is giving Cowen Promoted 
trade | know which and how many games ar £as oto heview, : : 
eature(f it will be able to get, George W.| month-old English-Japanese the potential customers silence. Deutsch & Shea, New York, has 
-“ are Ml Hill Jr vice-president in charge monthly picture magazine hereto- Logan is sponsoring the off- promoted David J. Cowen from 
, mC se fore read mainly in the United| air ti KYW to|CoPy chief to creative director. 
t nor-@ of advertising, told AA. Ayer , air time of Station W. M joi 
| > ae i an Chek a States, Canada, Hawaii, Mexico| advertise its Sleephaven mattress,| M®., Cowen joined the agency in 
d flu bmitted a tentative list of about : P >! 1939. Victor J. Luhrs, f 1 
ounter 3 , and South America, has been| which, like silence, is said to be| with Campbell-Ewald’ Conny 
et'@ 10 games in New York and seven | granted a license to sell to Japa- f , .“| with Campbell-Ewald Company, 
mee th in Chicago. nese nationals throughout Japan conducive to sleep. The deal in-| succeeds him as copy chief. 
Meanwhile, Mr. Hill added,|by the Supreme Commander for| V°lVes a_ sign-off iy se me 
American Tobacco has until Aug.| the Allied Powers. The magazine through Farson & Hu divertis~ Rosenbaum in New Post 
30 to’ decide on whether it will| expects this move to increase cir-|ing Agency, for 7 p.m. A sign-on 
range, sponsor Comedian Jack Paar culation from 20,000 to 50,000. spot ‘for 6 a.m. is to be added Laurence R. Rosenbaum, for- 
acturer urea replacement for Jark The magazine is using business| soon. merly head of the Laurence R. 
_ Benny on NBC Sunday night, on | P2Pers and direct mail, through iiblintlipiatinncae ey onan ona Company, et be 
rank- Sagi y Hickey-Murphy-St. George, New : “ advertising agency, as joine 
ark, to a regular basis in the fall. In that| york, to address manufacturers,| Plans Shoe Promotion Hanson, Gerber & Shaw Adver- 
ed for case, Lucky Strike would have| exporters, importers and adver-| W. L. Douglas Shoe Company,|tising Agency, New York, as ac- 
sazines,—# three network shows—the third | tising agencies. Brockton, Mass.,. announced its} -ount executive. 
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Imer, “is a mechanical baby tender.” 


eS 


. THE FARM boasts 3 tractors. combine, 
r, baler, truck, field 
“All we need now,” says 


it is gravity-fed to the livestock. 


2. TO ELIMINATE hand labor, feed grain 
is dumped from the truck intoa blower which 
wafts it up into the self-feeder. From there 


3. ELMER’S PRIDE are his 100 head of 
cattle, Herefords and Angus, kept on three 
feed lots. Augmenting the cattle are 350hogs, 


several hundred acres in alfalfa,corn and oats. 


-IN HIS MODERN office, Elmer keeps 
recise records. Always carries a notebook 
)jot down items to discuss with Ewa, his 
ile, or State College experts. 


»LLMER AVERAGES 200 hours a year 
b his Luscombe two-seater, is a charter 
tuber of the Lowa Flying Farmers organ- 
dlion. Eva has 30 solo hours to her credit. 


j 
AY 
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' Better Farming, Better Living 


5. EVA’S KITCHEN is what you'd expect 
on a modern farm. She washes dishes once a 
day, saves a full hour for more enjoyable 
things. She's against drudgery, not work. 


8. TWO-YEAR-OLD DEAN 


in, not by the stork, but by his adopting 
parents. A little brother for Dean is ex- 
pected currently by the same route. 


* 


was flown 


9. THE PAULS have planned their farming 
toward oneend, good living. Because it s work- 
ing out as planned, their life will inspire 
many another Country Gentleman family. 


6. THE PAULS are good customers of the 
village stores, filling many of their farm and 
home needs at these well-stocked rural 
outlets, 


7-Ounce Beer 
Given a Push 
in New Orleans 


New OrLEANS—A “sampling” 
operation built around a seven- 
ounce bottle of beer is being con- 
ducted via newspaper and other 
advertising here on behalf of Pel; 
Standard Brewing Company beer 
which was recently introduced to 
the New Orleans market. 

Seven-ounce “junior” beer bot- 
tles are not unique, but they are 
rare, the conventional size holding 
12 ounces. The Pel junior bottle 
sells for 10 cents, as against 14 
cents plus a penny tax for its big- 
ger brother, and while it gives 
no indication of dominating the 
market, Standard has found it 
useful in introducing the new 
brew. It is featured as particular- 
ly pleasing to the weaker sex and 
for use “when there’s time for 
just a quick one.” 

Pel in the seven-ounce size is 
being consistently promoted in all 
three New Orleans dailies, a heavy 
display of painted bulletins, a 15- 
minute daily program on. one local 
station and 12 to 30 spots weekly 
on other stations. In addition, 
point-of-sale advertising is plug- 
ging hard for the brew. 

Stone-Stevens, Inc., is handling 
the promotion. 


Promotes New Candy 


Spot radio, newspapers and 24- 
sheet posters are being used 
throughout the Pacific Northwest 
to introduce Yankee Toffee, a 
new candy made by Brown & 
Haley, Tacoma, Wash., manufac- 
turer and national distributor of 
almond roca. Initial distribution 
in July was preceded by teaser 
ads based on the theme, “Watch 
for Yankee; you'll say dandy!” 
and “Yankee is coming; you'll 
say dandy!” The advertising is 
handled by Honig-Cooper Com- 
pany, Seattle. 


Ups Guarantee, Rates 


True Story will increase its 
guaranteed circulation from 2,- 
000,000 to 2,100,000, effective with 
the November issue, and will ad- 
vance rates accordingly. New 
rates will be based generally on 
identical costs per thousand. Old 
advertisers will be protected at 
current rates through the January, 
1948, issue. 


FROM 
BEGINNING 
TOEND.... 


Empire will prove that it has 
the quickest, most complete and 
economical Neon maintenance 


on the market today. 


@ ONE SERVICE 
@ ONE INVOICE 
@ ONE CHECK 


Empire's “PACKAGE MAIN- 
TENANCE" protects your Neon 
advertising ein anything and 
everything, with no extras 


added. 


From a skeleton to a spectacu- 
lar Empire contracts to main- 
tain your Neon advertising in 
quantity in any city, town, or 
state on a nation-wide service. 


Further Information—Contact 


EMPIRE NEON 


INCORPORATED 
General Offices Savannah, Ga. 
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Luckman Sells Team Play 
to 6,000 Lever Workers 


(Continued from Page 1) 
people with a loyalty that grows 
from day to day. Its sermon tells 
of the fire of life breathed into 
the stone and steel construction 
by people with faith in the fu- 
ture. 


“Without this spirit of loyalty, 
Lever House would be truly stone 
without a sermon. 

“In rededicating Lever “House, 
let us rededicate ourselves to keep 
the fire of life ablaze here as a 
symbol of our kinship in common 
task.” 


Workers Inspect All 


Then came “open house.” The 
workers looked at this building 
in which hundreds of them had 
worked for eight years and which 
suddenly had become “theirs.” 
They trooped through the broad 
halls, the spacious gardens, 
through the big new employe 
cafeteria designed by Luckman 
(who had studied to be an archi- 
tect, only to become a toothpaste 
Salesman), and into the newly- 
bleached and redecorated office 
of their young president. 

And they thought: “A lot has 
happened since Mr. Countway 
left.” 

A lot had happened. 

There had been nothing ‘‘open” 
about Francis Countway’s 30- 
year regime at Lever Brothers, 
and there was little cooperative 
effort. In Boston, where Cabots 
are supposed to speak only to 
Lowells and Lowells only to God, 
Countway was a  33rd-degree 
Brahmin. Long among the na- 
tion’s highest-salaried executives, 
he was also probably the most 
aloof. People saw him only when 
he came and left in his limousine. 
One had to be high indeed in 
rank in Lever or in Boston to 
get within sound of his voice. 

Countway was concerned with 
selling soap. He sold no soap 
himself, but under his regime he 
saw that a lot of it was sold. 

He was not concerned with sell- 
ing Lever Brothers as a group 
of people, either to its own people 
or to the nation. 

And yet in some ways he was 
a benevolent despot, whose poli- 
cies toward his workers were a 
sort of medieval paternalism. 
Those who did the Countway bid- 
ding had steady jobs and good 
wages. They had pensions and 
other benefits. The work attracted 
other members of Leverites’ fam- 
ilies. Under these circumstances 
some workers did not care whether 
they had ceased to be individuals. 
They had placed their destinies 
in the ample lap of Francis Count- 
way. 


A Change In Outlook 


Luckman changed things. If the 
word were not so badly over- 
worked you might say that he 
revolutionized things. Among 
others, he fired a lot of workers, 
and he cut out nepotism. 

And he stopped giving. 

“We don’t give our employes 
anything,” he explained to AA. 
“They get only what they’re en- 
titled to. That’s the difference 
between liberalism and  pater- 
nalism. We're concerned with the 
dignity of human beings and with 
their effectiveness as a team. 


“They're entitled to everything | 


we and they can provide to make 
them better workers. This means, 


for one thing, clean and comfort- | 


able surroundings. It means ade- 
quate wages and promotion on 
merit. 

“We hope in time to offer a 
guaranteed annual wage. Already, 
by ironing out peaks and valleys 


wage in effect, if not in actual 
fact. 

“The workers are entitled to a 
hearing for their grievances, and 
to fair and prompt action on them. 
“And they’re entitled to know 
the company’s policies and future 
plans.” 

The firing of 30% of Lever 
workers in the last year, in Chuck 
Luckman’s efforts to streamline 
and strengthen the organization 
against the postwar sales battle, 
created consternation and quite a 
bit of “feeling.” All wounds have 
not yet healed. 

So Luckman and his new ex- 
ecutive “backfield” have launched 
a consistent and thorough program 
to sell the whole team to all the 
6,000 players on it. 

“We have a lot of talented 
people engaged in sales, adver: 
tising and consumer research,” he 
explained. “We decided to har- 


LEVER REDEDICATES—The children of 
employes as well as employes them- 
selves took over the headquarters of 
Lever Brothers Co. in Cambridge on 
July 2, when the building was rededi- 
cated as “Lever House." Charles 
Luckman, president (right) greets a 
young guest at the party. 


ness these brains in a program to 
sell our own people.” 
‘The Road Ahead’ 


One result of this was the first 
of a series of brochures on “Op- 


are “What About Advertising?”, 
“A Business Has Four to Make 


Happy,” and “Let’s Look at 
Profits.” 

“The Road Ahead,” done in 
sales-presentation style, showed 


that “the best way to read the 
future is to look at the record 
of past achievements.” “Reel 1,” 
covering 1915-16, noted that Lever 
then had only 180 workers in 
only one plant, at Cambridge; two 
important brands (Lux flakes and 
Lifebuoy soap); ranked around 


eration Lever,” issued in June. 
This was called “The Road/|tp 
Ahead.” Others to follow shortly 


frices. (P&G and C-P-P were 
not mentioned by name!) 

Plant wages had risen in this 
period to $1.01% cents an hour, 
with plants on a 40-hour week, 
employes were told. Time and a 
half was paid for overtime after 
eight hours, on weekends and 
holidays. There were six paid 
holidays a year; a week’s paid 
vacation after one year, two 
weeks after three years, and life, 
sickness and accident insurance 
and pensions. 

(All of which, of course, were 
developed under Francis Count- 
way—who never bothered, how- 
ever, to promote them.) 


Added Developments Shown 


Over Reel II was stuck, in red, 
a “late bulletin.” It added Breeze, 
introduced last spring, as the 13th 
important brand; announced an 
increase in 1947 hourly male 
wages of 10 cents, plus “job 
evaluation”; raised messengers 
from $28.to $33 a week, and pro- 
vided three weeks’ vacation after 
15 years’ service. 

Under the heading, ‘“Oppor- 
tunity,” succeeding pages listed 
scores of examples of promotions 
from within the ranks—in the 
plants, sales department and exec- 
utive offices. Some of them were 
from messenger to chief chemist, 
from coupon distributor to division 
manager, from clerk to secretary 
of the company. 

And among 10 others on a 
superimposed “late flash” were 
included J. O. Brownell, who rose 
from clerk to general sales man- 
ager, and M. J. Roche, from ac- 
countant tc advertising manager. 

Charles Luckman has introduced 
new blood into the Lever Brothers’ 
arteries, but most of his changes 
have been within the organiza- 
tion. To emphasize “stability” 
the brochure cited the “service 
record”—the number of workers 
who have been with the company 
for 10, 15, 20 and 25 years. 

Almost half of them have been 
there for more than a decade. 

The management summed it all 
up with: 

“We hope that you’re as proud 
of us as we are of you.” 


All in the Family 


In an enclosed letter it was 
explained that “because we all 
work for the same company, we 
feel you are entitled to know 
more about what the company has 
in mind for the future... 

“On the theory that your wives 
and families would also like to 
know the score, we are planning 
mail these to your home... .” 
And the management added: 
“If this first report is not in- 
teresting, that’s our fault. If the 
second one is bad—that will be 
partly your fault, because we 
want your criticisms and sug- 
gestions. .. If you will send them 
to us, we will take what you say 
to heart without running a fever.” 

A card and an envelope ad- 
dressed to Mr. Luckman were 
enclosed. Each employe was 
asked to check whether he thought 
“The Road Ahead” was “no good,” 
“fair” or “Tt like it,’ and space 


10th in sales position; paid plant 
workers 20 cents an hour on a 
50-hour week .. . with no extra 
pay for overtime, no paid holi- 
days, no paid vacations, and no 
life, sickness or accident insur- 
ance, and no pensions. 

(The reader was asked to turn 
up two fold-down “reels” one at 
a time.) 


30 Years Later 


Reel II, 1945-46, or 30 years 
later, featured “a huge cast of 
5,928 Leverites” (including Pep- 
sodent but not including Thomas 
J. Lipton, Inc.), in six plants and 
25 sales offices. The company 
then had 12 important brands, and 
ranked second, after Procter & 
Gamble, in soaps and vegetable 
shortenings, and second, after 


in production, we have such a 


Colgate-Palmolive-Peet, in denti- 


was provided for him to tell why. 
If that wasn’t room enough to 
“get it all off your chest,” Chuck 
|Luckman invited a letter. The 
| card did not require signature. 
| To each worker at his home 
|Mr. Luckman sent a personally- 
addressed letter. He regretted that 
|it was impossible to “sit down 
land chat” with each of them 
(although he told AA that already 
|he knows about 2,000 Leverites 
| personally). 
future, 


| Lever’s he wrote, is 
|bright. New plants are planned 
| in the Midwest and Southwest, “a 
|number of new products” are be- 
|}ing developed, and new sales 
| offices will be opened, All of 
which would “create a great many 
| new responsible jobs.” 

| If Lever could rise from 10th 
|; to second in sales in 30 years, he 


LEVER LEADERS—Viscount Leverhulme, center, governor of the board of Lever 
Brothers and Unilever Ltd., and son of the founder of the company, confers 
with Charles Luckman, left, Lever president, and Henry F. W 


we 


Advertising Age, August 4, 1947 


OT htt. Set 


©, president 


of the Pepsodent division. 


saw “no reason why we can’t 
forge ahead into first place in the 
next 10 years.” 

Luckman emphasized his view- 
point—expressed in various talks 
and articles, especially in the last 
year—that “the workers in busi- 
ness are entitled to every possible 
consideration.” 


Stresses New Viewpoints 


“Sympathetic” management and 
“loyal” employes together could 
provide ‘valuable improvements 
in the lives of those who make 
the wheels go round:” ‘Among 
them, more liberal sick benefits, 
insurance and pensions, more 
stable employment, “a progressive 
wage structure, continued effort 
to make our places of work 
pleasanter and safer. . .” 

These would be determined in 
part, of course, “by availability of 
materials, by competition and 
other factors.” 

But Luckman had “every con- 
fidence that from now on you 
will be pleased with the increased 
happiness of your working lives.” 

Quoting Lord Leverhulme he 
urged: 

“Hats off to the past, 
Coats off to the future.” 

Thomas A. Gonser—who moved 
in last January as Lever Brothers’ 
first personnel and public rela- 
tions director, after a quarter- 
century as_ vice-president in 
charge of public relations of 
Northwestern University, Chicago 
—told AA that a total of 678 
reply cards'on “The Road Ahead” 
had then been received. 


Replies Are Analyzed 


Of these, 527 said they liked it 
—the principal reasons being that 
they “like being informed about 
our company,” by 133; “makes fu- 
ture look brighter,” by 94; “brings 
employer and employe closer to- 
gether,” 65, and “appreciate com- 
pany’s interest in individual,” 64. 
Forty-nine said simply: “Want 
more issues.” 

Twenty-eight repliers thought 
the brochure “fair.” Several of 
these wanted more attention paid 
to the sales department, the minor 
brands, or Pepsodent. Two each 
regarded it as unnecessary; “re- 
sembles high pressure advertis- 
ing,” or liked the idea but thought 
that the employe _ publication 
“Lever Standard” should be used 
instead. 

Only 11 said definitely “no 
good.” Several kicked about wage 
scales. Two liked the idea but 
thought the brochure “juvenile.” 
One called it ‘‘ballyhoo.” 


Nepotism Disappears 


When Chuck Luckman an- 
nounced a few months ago that 
he was cutting out nepotism from 
the Lever organization, he meant 
what he said. 

(This, remember, is “Boston,” 
where the last “revolution” came 
172 years ago, and where families 


have tied themselves to the same 


companies for generations, and 
expect their grandchildren to be 
born into their jobs.) 

Some Leverites could not be- 
lieve it. One veteran called Luck- 
man’s Phone No. 200. The presi- 
dent was available. The employe 
—let’s call him Bill Jones—went 
in to see him, in company with 
Tom Gonser. 

Jones explained that he had 
been with Lever for 20 years; 
that he had a daughter who had 
worked for the company the last 
three summers and who had 
hoped, on graduation from school, 
to become a permanent Leverite. 
What kind of a deal was this? 


A History of Profit-Sharing 


“Listen, Bill,’ Luckman said. 
“Did it ever occur to you that 
this policy works both ways? 
I’ve got three sons—Chuck Jr., 
Jimmy and Steve. They might 
want to work for this company 
when they get older. But none 
of them ever can.” 

Bill got the idea. 

Since 1884, when William 
Lever first started Sunlight soap 
on its way to becoming the most 
widely sold brand in the world, 
the Lords Leverhulme (Elizabeth 
Hulme was William I’s_ wife’s 
maiden name) have said and done 
much about “co-partnership” be- 
tween management and labor. 

Since 1894 the firm of Lever 
Brothers & Unilever, Ltd., and its 
predecessors have gone in for 
profit-sharing in one form and 
another. The first Lord Lever- 
hulme, as his son has reported, 
devoted much of his life toward 
“the laying of the three ghosts” 
which haunt the average worker: 
premature death, unemployment 
and “short time,” and sickness. 


From Cradle to Grave 


Today, in the company city of 
Port Sunlight, near Liverpool, 
workers live in Lever-built homes, 
enjoy Lever-arranged entertain- 
ment, have their children edu- 
cated by Lever, their doctor bills 
paid by Lever, and are buried by 
Lever. 

They also get a guaranteed 
wage from Lever. 

Chuck Luckman’s thinking 
about labor-management relations 
in this country is, in a sense, both 
broader and more specific. 

Perhaps it is socially more 
worth while. 

Last May he _ proposed that 
American business create a fund 
of $1,000,000 to launch a group 
of new labor-management schools. 
Lever Brothers, he said, would 
start the fund with a contribution 
of $100,000. 

He suggested that labor 
management each nominate 4s 
students 500 of their young me 
and women, who would spend one 
year in college together, “study- 
ing the most enlightened methocas 
for making our economy produce 
a higher standard of living for 
all.” 

The curriculum would include 
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methods of increasing produc- 
tivity and wages; inter-relation- 
ship of wages, prices and profits; 
problems of the guaranteed wage; 
pasic principles of our national 
labor legislation; protection of the 
rights of the public; the correla- 
tion of government, labor and 
management; and the standard of 
living. 

It should be obvious, he thought, 
that labor, and the nation, can 
prosper only so long as labor is 
productive and management helps 
labor to be productive. 

“Job consolidation” at Lever 
Brothers, due to the streamlining 
of the organization and introduc- 
tion of new processes, has created 
some bitterness. 


A New Kind of Bonus 


But during contract . negotia- 
tions with the International Chem- 
ical Workers Union, AFL, last 
February, it was Joe Healey of 
the union’s negotiating committee 
who suggested that “we pool a 
certain percentage of the savings, 
say 50% .. . on individual ideas, 
technological improvements, and 
labor savings through eliminations 
and consolidations, and at the end 
of the year . .. have that pool 
split up among the employes as a 
bonus.” 

Writing about this proposal in 
Harper’s for June, Mr. Luckman 
pointed out that “our union recog- 
nizes that its members cannot 
progress toward stability in em- 
ployment except as the company 
grows in efficiency and, therefore, 
in stability. . . This conception 
has grown out of the mutual give 
and take of collective bargain- 
ing.” 

Lever Brothers now has not 
only a labor-management com- 
mittee but a  labor-production 
committee. 

It also has an active employe 
suggestion plan to aid production. 


Has Contracts with Workers 


Luckman believes that “labor 
resents being coddled as much as 
it does being exploited.” He em- 
ploys “the same yardstick for de- 
termining wages as for deciding 
our advertising appropriation. The 
advertising budget was determined 
by the amount of money needed 
successfully to sell our soaps and 
dentifrices; the wage scales were 
based on a careful analysis of 
how much we could pay our em- 
ployes as a means of trying to 
secure ungrudging participation 
in the partnership of produc- 
tivity.” 

But “I can’t help feeling that 
the man who makes a product is 
just as important as the jingle 
that sells it.” 

Lever Brothers now has con- 
tracts with workers in all its 
plants except Hammond, Ind., 
where a jurisdictional fight is be- 
ing waged between affiliates of 
AFL and CIO. The other plants 
are in Cambridge, Edgewater, 
N. J., Baltimore and St. Louis. 

Not only has Luckman given 
the five vice-presidents in charge 
of different divisions of the busi- 
hess authority and responsibility, 
but he is stimulating the building 
of stronger executives under them. 


A Tour of Lever House 


Periodic meetings of one hour 
tach are held with the people in 
fach department. At a production 
‘epartment meeting on July 9, for 


fkample, were 45 senior and 
lunior executives in research, 
Suying, plant production and 


shipping. Luckman talked for a 
half hour. The second half-hour 
Was open for discussion. 

“Tll discuss any problem with 
them,” he said. “But I won’t de- 
“ide. They must decide.” 

Tom Gonser showed me through 
the “new” Lever House. He in- 
toduced me, for separate talks, 
With production, sales and adver- 
“sing executives and junior em- 
Dloyes. We went through the 


new cafeteria (which has alter- 
nate red and green chairs, and 
music at meal-time). There’s an 
executives’ dining room next door, 
but it’s used only for confer- 
ences. Otherwise, the executives 
eat with the rest of the Lever 
family. 

Between Lever Brothers and 
its subsidiaries, making speeches 
and writing articles (he does them 
himself), meeting executives and 
workers around the country, and 
going off to Washington or Lon- 
don for discussions with the re- 
spective powers-that-be ... Chuck 
Luckman is kept pretty busy. 

When I finally caught up with 
him in Cambridge in July, he was 
confronting a new problem. A 
fire had broken out on his 23,000- 
acre California ranch. Five thou- 


sand acres already had burned. 
His wife and three boys were 
there. He had plenty of reason 
for being ruffled. He wanted to 
fly off to California. But he went 
through with the interview. 

Lever Howe is air-conditioned 
throughout. But there must be 
something inside the man that 
keeps him cool in a spot like that. 

And yet I sensed that he feels 
deeply. 

To the question, “What are 
your strongest impressions from 
this first year?” he replied: 

“First, I suffered terribly when 
I had to reorganize the business— 
eliminating a. lot of people in the 
process—even though they were 
treated well financially. 

“Second, however, was the sat- 
isfaction I’ve had from the tre- 


mendous personal development of 
these men and women.” 

“I believe,” he added, “that 
Lever Brothers can become a na- 
tional example to industry, show- 
ing how labor and management 
can work together for their mu- 
tual growth. 

“It’s possible for a company to 
be big—yet human.” 
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“Would not be with- 


out a single issue of 


Better Fruit.” 
—E. K. Pallett, 
Triton, Wash. 
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A SELLING SUCCESS in mens wear 


With more than 97% of its newspaper advertising in The Oregonian, 
Lowenson’s men’s store in Portland has chalked up a 308% sales increase 


in the past six years... an increase 56% greater than the national average. 


Sales success for this advertiser has resulted from intelligent merchandising 
plus The Oregonian’s good newspapering...a news and community- 
service policy that has brought wide and loyal readership and circulation 

leadership. The Oregonian’s good newspapering will produce sales for 


Oregon Market. 
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46 
To Klitten & Thomas 


Briskin Camera Corporation, 
Santa Monica, Cal. maker of the 
new Briskin Magazine 8 movie 


camera, has named Klitten & 
Thomas, Advertising, Los An- 
geles, to handle its advertising. 


Trade publications are being used 
now, with national magazine and 
radio advertising to follow. 


Elects Keck V.P. 


Russell A. Keck, general sales | 
manager since 1944, has been | 
elected vice-president in charge | 
of sales of the Kendall Refining 
Company, Bradford, Pa. 


TEST Asnevute 


and Its 20-County Market, and You 


TEST cre U.S.A. 


GET THESE FACTS: 


COSMOPOLITAN population. HIGH 
SALES per capita (Asheville $1,097). 
Population 92.2% WHITE. SELF-CON- 
TAINED market — QUALITY market 
(Conde Nast). DIVERSIFICATION 
exceptional—industry, agriculture, tour- 
ists, mining, etc. — assuring YEAR 
ROUND business volume. 


ANNUAL RETAIL SALES 
$175,275,000 


(Sales Management Estimate for 1946) 


Expert merchandising services fof you, 
too! Write or wire for details, and for 
our new folder of market 
facts. TODAY! 


Representatives 


THE KATZ AGENCY 


BMB Moves Ahead: 
Under New Setup; 


Maps Interim Study 


Subscription Schedule 
20% Below Old Rates: 


Discounts Offered 


New YorKk—Contracts for sub- 
scription to the Broadcast Meas- 
urement Bureau on a permanent 
basis are to be mailed soon to 
radio stations. 

Moving swiftly following a go- 
ahead from BMB’s executive com- 
mittee, the bureau has begun im- 
plementing the 15-point program 
set up for its continuous opera- 
tion. 

One of the first steps was a 
meeting of the technical commit- 
tee which approved a plan for in- 
terim station audience measure- 
ments, which will be conducted 
between the regular studies that 
now are scheduled for 1949 and 
1951. This move is expected to 
mollify new stations and growing 
networks whose chronic complaint 
has been that Study No. 1 is out- 
dated. 


Results Available at Cost 


This interim measurement will 
cover stations that began opera- 
tion or have increased their power 
or changed their frequency or 
network since the first study. The 
results will be made available at 
cost to individual subscribers. 

Under the revised setup BMB 
hopes to operate on a budget of 
(about $500,000 per year. Con- 


and Robert Harper, advertising and pu 


ICEMAN EXHIBITS FLORIDA FISH—Marge Robinson, Florida's Cotton Queen, 
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‘Client Grateful; 
BBDO Takes a Bow 


| New YorK—A little late but 
‘none the less’ enthusiastically, 
| William P. Maloney, publicity di- 
/rector of Batten, Barton, Durstine 
| & Osborn, submits the June issue 
of the “Broadcaster,” salesmen’ 
publication of the Investors Syn- 
dicate of America, Minneapolis, 
/and affiliated companies. 
The issue carries a two-page 
| story titled: “What Do You Know 
about BBDO?” (the agency han- 
dling Investors Syndicate adver- 
|tising). It points out, among 
other things, that BBDO now has 
nearly 1,000 employes in 11 offices: 
serves 126 accounts; claims to have 
| been third largest among all agen- 
icies in billings in 1946, with 
| $51,000,000. 
| “Of this amount,” the story says, 
“about 28% was placed in maga- 
| zines; 18% in newspapers, 7% in 


blic relations director of the National 


Association of Ice Industries, are surrounded by the ice association's exhibit of 
47 varieties of Florida fish, including tarpon, at the convention of the Outdoor 
Writers Association of America, in St. Petersburg. 


tracts are on a monthly basis with 
rates set at 20% less than those 
quoted in the previous 1947-48 
contract. 

Rates range from $6 monthly 
|for Class A stations (up to $25,- 


ASHEVILLE, N. C. 


Every CBS PROGRAM | 
iy : 
ON WMBD HAS A PEORIA “9 


HOOPER RATING dcgder 
THAN THE NATIONAL = 


Source: Hooper Report, 
Winter-Spring, 1946-1947 


( Jean Hersholt as Dr. Christian 


PEORIA HOOPER RATING. . . 27.7 
) NATIONAL HOOPER RATING. 13.6 


DR. CHRISTIAN (CBS) 


No hand-picked “examples” here! 

Each of the 65 CBS programs aired on WMBD 
wins a larger share of the listening audience 

in Central Illinois because of WMBD’s 
long-established domination of the 

rich Peoriarea market. Program by program, 
WMBD’s Hooper ratings average 

twice as high as the national ratings for 


000 in net time sales for calendar 
year 1946) to $600 monthly for 
Class Z stations (over $3,000,000.) 
In between, a class K_ station 
($300,001-$350,000) would pay 
$88 monthly. 


Offers Three Discounts 


A rate scale for networks will 
be announced later. 

Three discounts are offered to 
subscribers: (1) 10% on the first 
12 monthly ‘payments for renewal 
subscriptions before Sept. 15, 
1947; (2) 5% on the first 12 
monthly payments to new sub- 
scribers before Sept. 15, 1947; (3) 
2% discount to any subscriber at 
any time upon 12\monthly pay- 
ments in advance. 

Between nationwide audience 
surveys, BMB will measure and 
report on at least one subject of 
major interest to the industry— 
frequency modulation or televi- 
sion, for example. Quarterly re- 
ports on special analyses will be 
issued. 

Contracts for BMB subscribers 
will be automatically renewed un- 
less cancelled —90 days in ad- 
vance. 

BMB officials said they were 
unable to indicate how many sta- 
tions must subscribe to the bu- 
reau service to make its perma- 
nent operation a success. Three- 
fourths of the outlets then on the 
air participated in Study No. 1. 

Contracts from 150 stations who 
subscribed to Study No. 2—before 
it was postponed—are being held 
by the bureau pending word from 
thé stations as to whether they 
wish the money applied to a new 
subscription in the permanent 
bureau. 


Four NBC Stations Form 
Utah-Idaho Network 


Utah-Idaho Network, composed 
of four 5,000-watt NBC stations, 
has been formed with headquar- 
ters in the Tribune-Telegram 
building, Salt Lake City. Stations 
on the new network are KDYL, 
Salt Lake City; KIDO, Boise, Ida.; 
KSEI, Pocatello, Ida., and KTFI, 
Twin Falls, Ida. 

George Provol, in charge of na- 
tional sales for KDYL, is sales 


Paramount Sold 
on Spot Radio 


New YorK— “Wild Harvest,” 
starring Alan Ladd and Dorothy 
Lamour, or “Where There’s 
Hope,” Bob Hope’s latest vehicle, 
probably will be the next Para- 
mount movie to receive the con- 
certed spot announcement treat- 
ment. 

Well pleased with results of a 
spot campaign for “Dear Ruth’— 
on which the company will have 
spent upwards of $200,000 by the 
time it is completed—Paramount 
Pictures will repeat the formula. 
The setup involves 150 spots in key 
run cities three days in advance 
of showing and five days during 


| outdoor and car card, 9% in farm 


papers, and nearly 29% in radio.” 

In its list of larger agencies on 
Feb. 3, AA ranked BBDO fourth 
with $51,000,000—after J. Walter 
Thompson, $82,000,000; Young & 
Rubicam, $59,000,000, and N. W. 
Ayer & Son, $53,000,000. 


Nutgrowers Appoint 


Oregon Nutgrowers of Dundee, 
Ore., marketing association of fil- 
bert and walnut producers, has 
named the Portland office of Pa- 
cific National Advertising Agency 
to handle its advertising. 


Agency Changes Name 


W. V. Mackay Company, Se- 
attle agency, has changed its 


name to Wallace Mackay Com- 
pany. Principals are Wallace V 
Mackay and Wallace J. Mackay, 


father and son. 


the run of the picture. 

The next campaign is set for | 
early October, through Buchanan 
& Co. 


To Hopcratft-Keller 


Oltman-O’Neill Company, man- 
ufacturer of all-steel, all-welded 
van-type truck bodies, has ap- 
pointed Hopcraft-Keller-Scheifle, 
Detroit, to handle its advertising. 


WINR Promotes Bengston 


Allan Bengston, local _sales| 
manager of Station WINR, Bing- 
hamton, N. Y., has been appointed | 
manager of the station, succeed- 
ing David Campbell. 


Our ‘who's who" clientele is testimony to 


the exacting craftsmanship demonstrated 


manager of the new network. 
John Blair & Co. is the national | 
representative. 


Gets Waveset Account | 
Paul’s Beauty Products, Buffalo, | 


the same shows. Write for market data and 
complete list of comparative ratings. 


Cash tn on the audience-bonus with WMBD 


Peoria, Illinois 


Edgar 1. Bill, President @ Charlies C. Caley, Exec. Vice-Pres. © Free & Peters, National Representatives 


Advertising Company, 


Breskin Publishing Company, 
New York, has appointed the 
Schuyler Hopper Company, New 
York, to handle advertising and 
promotion of Modern Packaging, 
Modern Packaging Encyclopedia 


and Modern Plastics Encyclopedia. 


Names Schuyler Hopper | 


by our faithful reproductions. Qual- 
ity is the watchword by which every 


member of our organization is guided. 


manufacturer of _wavesets,- has | 
placed its advertising with Ellis | 
Buffalo. | 
Newspapers and radio will be) 
used. | 


CAM Ue v SE, INC. 


PHOTO ENGRAVINGS OF QUALITY 


| 
| 


| 547 SOUTH CLARK STREET, CHICAGO * WABASH 6284 
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Policy Shitt 
Takes Rice Out 
of ABC, ABP 


CuiIcaco — Two leading organ- 
ations in the advertising and 
publishing field will lose the serv- 
ices of Kingsley L. Rice as the re- 
sult of the resignation of Power 
Plant Engineering, published by 
Technical Publishing Company, of 
which he is president, following 
decision to distribute Power Gen- 
eration and Plant Engineering, 
successors of the older paper, on 
a controlled basis. 

Mr. Rice, who has just finished 
a term as chairman of the board 
of the Associated Business Papers 
following a successful year a: 
president, expressed regret tha’ 
the change of policy of his com- 
pany has made it necessary to re- 
linquish membership in the ABP 
The same action has been taken 
with reference to the ABC, o! 
which Mr. Rice is a director, rep- 
resenting the business paper di- 
vision. Power Plant Engineering 
was a charter member of the ABC, 
and its late publisher, Edward R. 
Shaw, was treasurer of the organ- 
ization for many years. 

Plant Engineering will publish 
its first issue Oct. 20, dated No- 
vember, with a closing date of 
Oct. 1. It will have a controlled 
circulation of 28,000, addressed to 


the men in charge of plant main-| 


tenance and other services to pro- 
duction. 

Power Generation, which suc- 
ceeds Power Plant Engineering, 
will continue without change of 


circulation guarantee or rates dur- | 


ing the transition period to a fully 
controlled circulation policy. 

A previous announcement of 
Power Plant Engineering’s new 
plans said that its title would be 
changed to Power Engineering. 
“We have since concluded,’ Mr. 
Rice said, “that this title is still 
too broad to adequately describe 
the publication’s highly concen- 
trated editorial scope and circula- 
tion. Therefore, Power Plant En- 
gimeering’s new name will be 
Power Generation.” 


Association Plans 
Fashion Show in Paris 


The Manufacturers and Whole- 
salers, San Francisco, early in Oc- 
tober will fly two chartered planes 
to Paris to stage an all-American 
fashion show. Styles shown will 
be advanced spring fashions, many 
specially created for the Paris 
event. The planes will carry rep- 
resentatives of the San Francisco 
apparel industry, civic and state 
officials, models, fashion editors 
and newsreel photographers. 

‘Our aim is not to attempt to 
compete with the Paris fashion 
‘reators,” Adolph Schuman, presi- 
dent of the association, said, “but 
father to familiarize them with 
What we are doing here, and to 
‘ncourage the free flow and inter- 
thange of ideas, inspiration, and 
g00d will between the French and 


ourselves.” Foote, Cone & Beld- 
ng, San Francisco, is handling 
the publicity. 


To Stewart-Lovick 


Advertising of the Vancouver 
aSymphony Society during the fall 
énd winter will be directed by the 
Vancouver office of Stewart- 
Lovick & Macpherson Ltd. News- 
tapers, radio and direct mail will 
v used. 


Three Name Behr Agency 

Karl G. Behr Advertising 
Agency, Detroit, has been ap- 
Pointed to direct the advertising 
% Weltronic, Inc., Detroit; Moy- 
‘ahan Bronze Company, Detroit; 
‘nd Buhr Machine Tool Company, 
Ann Arbor, Mich. 


linwood Names Alden 
_A'fred T. Alden, formerly presi- 
€n' of the Pacific Chemical Com- 
pany, Los Angeles, has been ap- 
pnted general sales manager of 
‘Inwood Industries, Los Angeles. 


Jo Mutter on Own 

Josephine Mutter, for 12 years 
with the convention department 
of Hotel Sherman, Chicago, and 
active in women’s advertising cir- 
cles, has organized Convention 
Management, with headquarters at 
55 E. Washington St., Chicago 2. 
The new organization offers a 
“complete convention package,” 
including publicity, housing, reg- 
istration, entertainment, exposi- 
tion space selling, etc. 


WAVZ Appoints Flood 


Lester C. Flood, treasurer of the 
New Haven Broadcasting Corpo- 
ration, New Haven, Conn., has 
been appointed acting general 
manager of WAVZ, new station 
in New Haven owned by the New 
Haven Broadcasting Corporation 
and scheduled to start operations 
in the fall. 


Portage Plans Drive 


Portage Draperies Company, 
New York, through Lawrence 
Fertig & Co., will release a fall 
advertising campaign on behalf of 
Port-Edge marquisette curtains. 


"Vogue’ Returns 
to War Practice 


of 20 Issues 


New YorK—Conde Nast Pub- 
lications announced last week that 
in the future—as it sometimes did 
during the war between important 
fashion periods—Vogue will pub- 
lish 20 issues a year instead of 24. 

December, January, June and 
July will have but one issue each, 
with the issues published the first 
of each month. The publisher be- 
lieves “advertisers will welcome 
the increased reader interest 
which these enlarged issues en- 
sure.” 

Simultaneously, 
announced that 


the publisher 
the newsstand 


'price of Vogue would be 50 cents 


instead of 35 cents, effective with 
the Sept. 1 issue, and pointed out 
that the magazine’s circulation is 
at its peak. No new subscrip- 
tions can be accepted now, it was 
said. 


Wood Succeeds Plume 


Ralph Wood, formerly with the 
sales department of Ideal and Dell 
Publications, will join Fawcett 
Publications, New York, on Aug. 
15, on the advertising sales staff of 
the Fawcett Women’s Group. He 
succeeds Gifford Plume, who has 
joined True to direct advertising. 
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WHAT STUDIO DO THE BIG 
ADVERTISERS USE FOR 
CONTINUITY 
STRIPS ? 


JOHNSTONE 
ANO CUSHING, 

ISS E 44st, & 
NEW YORK 17 NY. 


. Wit | 


COVER COLORADO 


ncher 2 Farmer 


js 


MEMBER—WESTERN ASSOCIATED 


tha 


re 


FARM 


“AILI know is that it lights up whenever there’s a space buyer in the crowd” 


OTHER POINTS OF INTEREST: 


© The Cincinnati Enquirer has the largest circula- 
tion gain of any Cincinnati newspaper...in the 


last year, and in the last ten years, 


© The Cincinnati Enquirer carries more advertising 
linage than any other Cincinnati newspaper. 


® The Cincinnati Enquirer has the lowest milline 


rate in Cincinnati. 


Represented by Moloney, Regan and Schmitt, Inc. 
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_ SALES EXECUTIVE 
; CONTACT MAN 


a, 

Mere is nearly 20 years experience in 
advertising, publishing and sales. 5 
years agency production and creative 
work. 6 years advertising sales pro- 
motion with leading publisher. 4 
years editorial and advertising for 
another top publisher. 2 years sell- 
ing and servicing big name accounts 
in alliec\ field. This broad background 
can werk for you as agency executive, 
assistait to V.P. in charge of adver- 
tising, or perhaps you have an idea. 
Details available with a note to: 


Box 6782, ADVERTISING AGE 
100 E. Ohio St., Chicago I1, Illinois 


Wanted: 
SALES TRAINING 
MANAGER 


Great opportunity for the right man to 
step in and take charge of complete sales 
training operation for America's fastest- 
) sgg | appliance line. Prefer man who 
as. had actual experience of this kind in 
appliance or automotive field. We're 
ready to act fast with the right man. 
Please send full data on your background, 
experience, salary requirements, etc. 


Box 6780, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Il. 


ADVERTISING and RADIO 
EXECUTIVE SEEKING 
NEW CONNECTION 

Unusually comprehensive background 
includes 4 years copy and account 
executive 4A Agency, 3%2 years Ad- 
vertising Manager and Assistant Man- 
ager, network affiliated station. Has 
executive judgment and ability to 
create sound plans and copy for all 
media. Middle thirties, married, vet- 
eran. Available immediately. 


Box 6784, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


WHAT DO YOU WANT 
BESIDES GOOD COPY? 


A copywriter without a temperament? 

A copywriter who's always there on time? 

A copywriter you can depend on all the time? 
A copywriter who knows production and art? 
A copywriter with successful mail order and 
retail experience? 


All that—PIAJS top-notch, idea copy? 


Chicago. Write Box 6763, ADVERTISING 
AGE, 100 E. Ohio St, Chicago {1, Iilinois. 


CHICAGO A PROBLEM? 
AVAILABLE 


Young, able, experienced sales manager 
with twelve years in creative selling, sales 
management: outstanding sales record, 
married, college degree; to be sole Chi- 
cago representative or district manager. 
Box 6781, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


RATES: 60c 
light body face 


line, minimus charge $3. Cash with order. Figure bold face heads (maximum two lines) 


take card rate of $9 


per column inch. Regular card discounts on multiple insertions and Space over 5 inches apply on display 


HELP WANTED 


HELP WANTED 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


WANTED—Galif. dairy publication 


estab. 15 years offers opportunity 
for man or woman. News writing, 
editing, layout & proofreading. 


Write, R. C. Corley, 1311 West 48th 
Street, Los Angeles. 
SALES MANAGER for firm engaged 
in production of all types of perma- 
nent advertising displays for count- 
ers, showrooms, etc., and specializ- 
ing in motion displays. Plant lw- 
cated in middle west. We need man 
experienced in display field, capable 
of organizing complete ational 
sales program. Unlimited opportu- 
nity for substantial earnings. Good 
starting salary. Please state full 
qualifications in letter. Write to: 
Box 9053, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 8. State St., Har. 2063, Chicago 
ADVERTISING EXECUTIVE 
This is a key position in the adver- 
tising-sales program of a nationally 
known manufacturer of packaging 
for the food industries. The man we 
want is 28 to 38 years old. He has 
had experience in preparing adver- 
tising and merchandising for con- 
sumer products—preferably food or 
grocery items. He is capable of di- 
recting both industrial and consum- 
er advertising and merchandising 
plans. He will enjoy living in a 
small but cosmopolitan community 
in Wisconsin's attractive Fox River 
Valley and working with a growing, 
going-somewhere company. The 
salary is open. Write Placement 
Manager, Marathan Corporation, 
Menasha, Wisconsin. 


SOUTHERN ADVERTISING 
SALESMAN WANTED 
For full time job representing group 
of leading business papers in South- 
ern states. Experienced hustler pre- 
ferred. Full details to: 

Box 9070, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
WANTED:—FREE LANCE WRITER 
to handle insurance advertising for 
leading Chicago Agency on annual 
basis. Must be experienced. 

Box 9072, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADV. AGENCY ACCT. EXEC.: 
Able to secure billing; to associate 
with reputable agency. Congenial 
surroundings; complete, competent 
staff; profitable arrangements. Re- 
ply in strictest confidence. 

Box 9068, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
CHICAGO AREA 
SPACE SALESMAN 
Leading industrial publication of its 
kind wants part time Space Sales- 


man Chicago Area. Commission 
basis. Give details first letter. Good 
opportunity. 


Box 9069, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Advertising agency account manager 
(with minimum 5 years agency or 
direct-mail experience) to service 
established clients of 15 year old 
leading Texas agency. Replies con- 
fidential. Our staff knows of this ad. 
Box $065, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


in quantities. 


excelled in the industry. 


SALES REPRESENTATIVE 
OPPORTUNITY 


There is room in this organization for another sales repre- 
sentative who wants to establish a permanent career in one of 
the most important divisions in the advertising field. An adver- 
tising background is not necessarily essential but it will help. 

This opportunity calls for a high caliber man 30 to 40 years 
old to contact national and regional advertisers of consumer 
goods. The man will present to these advertisers illuminated 
sign programs for identifying dealers, together with brand names, 
of nationally advertised products. 

We produce both Neon and Fluorescent type signs and 
will support the man with a most efficient designing staff for 
creating ideas and mass production facilities for making signs 


We will give him a product that has met the acceptance 
and satisfaction of the country’s leading advertisers for twenty 
years, and will back him up with an organization that is un- 


In short, here is an opportunity to carve out a real place 
in an interesting branch of advertising and achieve financial 
security. If you think you are the man, we are inviting you 
to write us today. Tell us what you are doing 
done, as the first step in getting together. 


“QUALITE Neen end Fiverescent Sigas...ia QUANTITY" 


rw 
IDENT! SIGE 
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MEPRESENTATIVES tm ALL 


g, what you have 


PRincrpay Citees 


PARTNERSHIP INTEREST 
Magazine publisher seeks top grade 
adv. or cire. man, 30-38, who can 
show highly-resultful record and 
has thorough executive ability. Good 
salary and optional financial inter- 
est—an unusual Southwestern op- 
portunity owing to publisher's early 
retirement. Our magazine leads its 
field. Consumer publication or 
agency experience essential. State 
full record of positions held, first 
letter. Enclose snapshot. 

Box 9073, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


New England Preferred—Publisher, 
agency or similar looking for high- 
grade representative who knows New 
England will be interested to talk 
with this candidate; college gradu- 
ate, 29, married, family, home owner 
in Boston, exceptional employment 
record and references. Prospecting 
for hard job with future. 
Box 9071, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
DISTRIBUTION SPECIALIST 
AVAILABLE TO PUBLISHERS 
OR OTHERS 


For 20 years Country Circulation 
Manager of the Chicago Herald 
American with excellent record. 


High net paid, high quality circula- 
tidn and low waste. Volume handled 
exceeded 500,000 Sunday newspapers. 
Will travel as necessary and can 
accept special assignments or regu- 
lar staff work including sales pro- 
motion, special events, good will 
contacts, etc. Previous position in- 
cluded acquaintance with wholesale 
news dealers in 22 states and 4 
Provinces of Canada. All inquiries 


confidential. Wm. F. Hilliard, c/o 
Morlock Advertising Agency, 139 
North Clark Street, Chicago. Tele- 


phone Randolph 8336. 2 


EXPERIENCED COPYWRITER 
Solid, hard selling, writing for pres- 
tige department store» Also direct 
mail. Experienced ad planner. Ideal 
for advertising agency or adv. dept. 
of mfgr. Young woman. 

Box 9062, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 
PRODUCTION MANAGER — Thor- 
oughly experienced, magazine, news- 
paper and collateral material both 
large national and small industrial 
accounts. Would also consider po- 
sition as assistant in large agency. 
Box 9063, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
KEEP YOUR JOB, I HAVE ONE! 
Looking only for opportunity to 
utilize talents in “not so boring” 
way. Currently losing youth writing 
consumer, trade, direct mail, etc. 
Need some contact to offset copy 
grind, 26, college grad., nice guy. 
Photo, samples on request. Consider 
agency, assistant ad manager, or 
what-have-you. Chicago preferred. 
Box 9064, ADVERTISING AGE 
100 E. Ohip St., Chicago 11, Ill. 

I want to sell space for a publica- 
tion with factual presentation and 
worthy of advertisers and agency 
acceptance, 18 years experience in- 
cludes national advertisers and 
agency contracts, with. test-proven 
productive results. Available Sep- 
tember 2nd@. Please do not ask for 
resumes or references unless full 
details are presented or personal 

interview granted. 

Box 9067, ADVERTISING AGE 
330 W. 42nd St., New. York 18, N. Y. 
ADVERTISING DIRECTOR, experi- 
enced in Paint, Merchandising, Air- 
line & Agency. Sensible, 33 yr. old 
woman, capable forceful , Layout, 
Finished Art, Copy, Editing House 
Organ, Production. Any location 
for right salary. Rose M. Hall, 
618 W. 18th, Apt. 20, K. C., Mo. 


REPRESENTATIVES AVAILABLE 


Advertising representative available 
Chicago and Midwestern territory. 
10 years experience on national 
trade publications. Excellent produc- 
tion record and references. Age 36. 
Box 9066, ADVERTISING AGE 
100 E, Ohio St., Chicago 11, Ill. 


Nay Appoints Agency 
Associated Advertising Agency, 
Cincinnati, has been appointed to 
handle the advertising of Nay Lab- 
oratories, Inc., Cincinnati, manu- 
facturer of Nay-Positive rat bait, 
Nay-Positive insecticides, disin- 
fectants and chemicals. News- 


paper and point-of-sale material 
will be used. 


Brewer Quits Ciba Post 


| A. D. Brewer has resigned as 
|advertising manager of Ciba 
| Pharmaceutical Products, Inc., 
| Summit, N. J. His future plans 
|} have not been announced. Paul 
| W. Roder, assistant advertising 
| manager, has been named to suc- 
|ceed Mr. Brewer as advertising 
| manager. 
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MANUFACTURED BY PILLSBURY MILLS, INC, AT SPRINGFIELD, ILL 


Pillsbury Adopts 
New Labels for 
Full Product Line 


MINNEAPOLIS — Pillsbury Mills, 
Inc., has adopted a new “family 
of labels” featuring the famous 
barrelhead trademark it has used 
for 78 years. 

Adoption of the new labels fol- 
lowed extensive customer re- 
search, according to P. S. Gerot, 
president of the grocery products 
division. They were tested against 
the old design and a third under 
consideration, he said, “and it was 
found that today better than two 
out of three of the nation’s home- 
makers could identify the Pills- 
bury barrelhead design without 
the company’s name being ex- 
posed. They knew that the dotted 
blue circle meant Pillsbury, the 
four X’s meant Pillsbury, and the 
word ‘Best’ also stood for Pills- 
bury.” 

The barrelhead design adopted 
by the company founders, John S. 
and Charles A. Pillsbury, has,been 
retained as the package design for 
Pillsbury’s Best flour for the past 
78 years. Stressing appetite ap- 
peal, color illustrations of the 
various products have been added 
to the package. The Pillsbury 
name is printed in bold, easy-to- 
read letters, as well as the prod- 
uct name in large type at the bot- 
tom of the packages. 

The new label will be used on 
Pillsbury Sno Sheen cake flour, 
pancake mix, buckwheat pancake 
mix, Farina, piecrust mix, Minit- 
mix for biscuits, etc., and all other 
new products now being test- 
marketed or developed in the 
Pillsbury food family. 

In stores where products with 
the new labels were sold, Mr. 
Gerot said, sales were increased 
| substantially. The “family of 


WANTED 
TRADE PUBLICATION 


Reliable party will buy controlling inter- 
est, or purchase outright well established 
trade publication. Chicago location pre- 
ferred. Replies held in strict confidence. 
Box 6778, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinols 


labels” has been merchandised to 
distributors and the Pillsbury 
sales staff in an elaborate broch- 
ure titled “A Label Is Born.” 


Newton Joins McCann 
Frank H. Newton, formerly in 
the Chicago office of Young & 
Rubicam, has been named man- 
ager of the copy department of 
McCann-Erickson, Chicago. 


LABEL FAMILY—Two of the new Pillsbury Mills redesigned “family of labels” 
are shown at the left, contrasted with their predecessors. All products in the 
line are to use the 78-year-old barrelhead trademark. 


Records a Must 
for Teen-agers, 
Says ‘Seventeen’ 


NEw YorK—Teen-age girls will 
spend their own money to get 
the records they want. 

That is one of the conclusions 
to be drawn from a survey made 
by Seventeen magazine. Some 
95% of the 2,000 members of the 
magazine’s consumer panel said 
they bought their own records— 
61% of them paying for the plat- 
ters out of their allowances. 

The study indicated that the 
teen-ager may well influence he 
family in the purchase of a new 
radio or radio-phonograph, sinc 
51% urged the purchase of a new 
instrument now and 7% paid pa 
or all of the cost. 

Philco, Zenith, Emerson, RCA 
G-E, Phonola and Admiral werd 
among the preferred brand names 

To no one’s surprise, more than 
half of the girls voted for popula 
music as their favorite. 

Bing Crosby rated first wit 
the panel as the favorite male 
vocalist. The Voice was in fourth 
place, with Perry Como and Dick 
Haymes in between. 


McMurphey Moves 


George W. McMurphey Adver 
tising Agency, Portland, Ore., ha: 
moved its offices to 305 Lew 
building. The agency has been 
appointed to handle the advertis- 
ing of Reo Truck Sales Company, 
distributor for Reo trucks and 
buses in Oregon and_ southerm 
Washington, using*outdoor, news 
papers, trade publications and @! 
rect mail, and Oregon Food Mer 
chants Magazine. 


Names Reynolds Agen 

E. W. Reynolds & Co., Toront? 
has been named to direct the 24 
vertising of Beaunit Mills, +° 
ronto, exclusive manufacturer 
Canada of Fluid-Form half-s!ip! 
and panties. 


Ortho Names Whitlock 
Foster B. Whitlock, foreign sa! 
manager of Ortho Pharmaceutic 
Corporation, Raritan, N. J., ! 
been appointed acting manager ? 
Ortho Pharmaceutical Corpore 
tion (Canada) Ltd., Toronto. 
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JAONEY-SAVING BARGAIN 


vith Double Your Money-Back quaranteé 


COLGATE PALMOLIVEPEET WAKES THIS UNUSUAL OFFER 
TRODUCE YOU 10 THE WONDERS OF VEL! 


ANOTHER BARGAIN—Colgate-Palm- 
olive-Peet Co., which recently featured 
a one-cent sale on its tooth powder, 
now is running this newspaper ad of- 
fering a second package of Vel deter- 
gent at half-price, with a money-back 
guarantee. Esty & Co. is the agency. 


peels. 


Westinghouse Has 
$25,000,000 Stake 


Vodine Launches 
24-Hr. Athlete's 
Foot Treatment 


Cuicaco—A new treatment for 


athlete’s foot that is said to give 
the disease only 24 hours at most 
has been 
Vodine Company in some of the 


introduced here by 


largest test ads ever used. 

Full-page space has run in the 
Chicago Herald-American, Times 
and Tribune promoting Vodust 
powder and Vodisan ointment, 
both used in the treatment. They 
are new products, although pre- 
viously made by ethical drug 
houses and prescribed by physi- 
cians. The treatment was devel- 
oped during the war. 

Earlier tests started last month 
in Ohio, Illinois, Kentucky and 
West Virginia. Fifteen - minute 
radio programs are also being used 
on some stations in those states, 
and on WLS here. 

These and other products—in- 
cluding Vodine, an iodine oint- 


ment claimed to have all the anti- 
septic power of iodine but none of 
its sting, stain or odor—will be ; : 

widely advertised later. Introduc- | vortignnn at Macteest Mercne 
tion of Vodust and Vodisan was |Inc., St. Paul, custom molder; Ideal 
delayed this summer by unduly| Brass Works, St. Paul, hardware 
cool weather. | builder, and Cedarberg Mfg. Com- 

O’Neil, Larson & McMahon | pany, Minneapolis, farm supplies. 

handles the account. 


Three Appoint Foulke 


Foulke Agency, Minneapolis, has 


49 
‘Kable Appoints Mills 


Donovan Mills, night superin- 
'tendent, has been appointed pro- 
duction manager of Kable Brothers 
|'Company, Mount Morris, IIL, let- 
|terpress and rotogravure printer, 
succeeding Maurice Samsel, who 
has resigned. 


Promotes New Whisky | 


Schenley 
New York, has launched a news- 
paper campaign in seven states 
for MacNaughton’s Canadian 
whisky, which was recently in- 
troduced in the United States. As 
soon as adequate distribution of 
the new addition to the company’s 
import line has been broadened, 
advertising will be extended to 
other states. MacNaughton’s Ca- 
nadian whisky is blended and 
bottled by John MacNaughton 
Company, Montreal. 


Names Hicks Art Head 


Arnold L. Hicks has_ been 
named art director of Nolan & 
Twichell Advertising Agency, 
Inc., Albany, N. Y. 


| aie 


magazine with 


Bowl 


THE BOWLER’S MAGAZINE 


Over 37,000 circulation, in- 
cluding 25,000 league and 2515 
city association officials. 


a 


Reema) INTHE 1-3 POCKET Eucny Time! 
, | 


The only 
100% coverage of 


5336 certified Bowling establishments. 
Bowling market, wide open after 
four years, produces $291 ,000,- 

100 annually—three times as much 

as pro baseball. 


.., Write for our latest rate card today. 


AMERICAN BOWLING CONGRESS é. 
2200 NORTH THIRD STREET 


MILWAUKEE 12, WISCONSIN 


in West: Dostal 


SAN FRANcIsco — Westinghouse 
has answered the decom prophets’ 
dire predictions of imminent busi- 
ness storms by expanding its stake 
in the West to a total of more 
than $25,000,000. 

Charles A. Dostal, vice-president 
in charge of sales for Westing- 
house Electric Corporation’s Pa- 
cific Coast district, told members 


f labels" [of the San Francisco chapter of 
ts in the iP the American Marketing Associa- 

tion that his firm does not look | 

for a serious recession for some 

years ahead. ‘ 
st “We look forward, instead; to ny manufactunte afford to ignore @ 

some of the best business years qucts used in connection with them, yo on future buying of suc 
S, we have ever had, because we are rm pattern of influences ‘1 stem from a “pre he Na- 
. ‘ now prepared to supply our share pos commen hese influences me to the machine age rd t fall 
en of the demand that is ahead for greatest developments ever ithe Chicago-Dodge Plant this : 
girls will this great Pacific basin,” Mr. tional Machine Tool S nel apes Gducts of those progressive 
y to get[ Dostal said. In the years imme produc’ at the time ° 


hine tools anies who, é : on 
head: buyers ote will look for the show, publicized their ne 


Studies Market Carefully cf | 
ater productivity roducts, their 


mclusions 


“ rT i" \ 
vey made By 1946, reports indicated that factors of preave’ EF nheir new “i better services. me 
« ” Some pF cay oapieneiscnigtand meg ag ge og oe want wl ox the interest of er me 
srs of the Study of the western market. We | — + Re what they learn in| gales, how bape | — a part 
anel said vero. to expand in the West, | connection with this range’ cores S grect Machine Tool 
Seen Py ed i abe: heh rene "wll Show 

the plat-g ed our growing belie that suc chases a, ol ard consider the 


ces expansion was needed and wise.” 


| 

| 

| recall, re 
According to Mr. Dostal, “tat 

| 


that the 5 

uence hem Ollected showed conclusively that 

of a news 947 was the time for Westing- | 

aph, sinceg Louse, already engaged in a con- | How to make sure 
of a news ‘nuing expansion program in the | 

paid parg “est, to establish a major menu- | 


facturing plant here. Last Febru- | 


nae 0 y ¥ « 
ary, it announced acquisition of | ui re R h 
the 57-acre Joshua Hendy plant | G E n ere 
at Sunnyvale, Cal. In early May, | 
Mr. Dostal said, plans were com- | 


eed See eons: f. Exhibitors at the National Machine Tool Show are featuring their new 
or Minaaane Galekent is developments in the special show issue of The Iron Age, the world’s 
eee onl sine ial ae leading metalworking publication. Why? Because in this issue 
vestern expansion to the public The Iron Age will feature unprecedented editorial material on the show 

itself and on the economics of the machine. All of which will create 
a readership of well over 100,000 industrialists who influence nearly 


son, RCA 
\iral weré 
nd names 
more than 
or popula 


first wit 
write male 
; in fourth 
y and Dick 
with large-size advertisements in | 
Pacific Coast newspapers and the | 
Pacific Coast edition of the Wall 


S S'reet Journal. The theme, ‘“Now 100° 4 2 j ‘ ‘ ’ 
mi | of the world’s buyin ols achines < allie 

ey Adver West in our name really means | /o core Serene sof tools, machines and allied 
ee ‘nething,” runs through all pub- | products. 

A been i relations copy. 
e advertis- ima 
: thern . R. Bayne and W. S. Charlton 
or neve . a ag A oy tb AT TH E MACH | N E TOOL SHOW 
me and di Jantzen Knitting Mills of Can- . ae : 

Food Meri Vancouver, B. Cc. Mr. Charl- is to advertise in the show issue of The Iron Age. Reserve space now The tron Age 

comes president of the firm, : . : is a ‘ ‘s a 
| Mr. Bayne, sales manager of in the special show issue of The Iron Age, September 11, 1947. Call, 100 E. 42d St. a 
tzen since 1933, becomes vice- ; so. mn » Tha . ‘i ; eh aie rk 17, N.Y. » 

Agenci it anit “Gece Gaeuamer damooter: — wire or teletype The Iron Age now. Regular advertising rates New Ye ’ ‘ 
oO oront SR OO ys 
: apply. 
ect the ad 

Mills, tog VCON Names Carpenter 
nag oo ek 7 David Carpenter, general man- 
n hall-sUPHagcr of Station WINR, Bingham- oe 

\ New York, will become TE ey eee A eo eo ; 

lock - eral manager of Station he i j LT N “aE 
ritloc WCON, Atlanta, Aug. 15. t eo i 
foreign sald T EEE Ee 
rmaceutical !o Campbell-Mithun 

ie dm ..e Preserve Industry Council 
- Corporé appointed Campbell-Mithun, 
ere ago and Minneapolis, to direct 


dvertising. 
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Bulletins Point Way 
to Business Center 

To the Editor: For many, many 
years the corporation lines and 
the population of Alliance, O., re- 
mained the same; bond issues 
were always defeated; the main 
street was dead at both ends, and 
during the depression, it was half 
dead in the middle. Alliance had 
plenty of latent wealth, but pro- 
gressiveness was absent. 

Prior to World War II, because 
of unusual circumstances, a large 
manufacturing corporation  lo- 
cated in Alliance, and_ several 
small new industries were also 
established. 


the town is twice as great as the 


average town of the same popu-| 


lation. The war came along and 


EZ OLE 


This department is 


cee ee ‘Gaines Se 

a read 
this manufacturing capacity,! 
coupled with a favorable labor 
situation, plus imported workers, 
resulted in the inevitable war- 
time boom. 

When the war was over, the 
older citizens began to realize 
that something had happened. 
The population, which had in- 
creased from 22,000 to 31,489 in- 
side the still static corporate lim- 


its, did not start to shrink. New| 


blood in the City Hall and in the 
Chamber of Commerce had estab- 
lished itself in the community life. 
The manufacturers division, the 
retail merchants division, and the 
new Junior Chamber of Com- 


merce started doing the things 
The manufacturing capacity of 


they had always wanted to do 
prior to the war. Million dollar 
bond issues for new schools and 
almost as much for hospital addi- 


ciara on ea 


er’s forum. Letters are welcome. 


tions were approved by the voters 
in Alliance; a million dollar drive 
for Mt. Union college, one of the 
city’s civic assets, was success- 
fully concluded; the east end of the 
main street was opened up, pav- 
ing the way for a new railway 
station; a multi-million’ dollar 
water and sewer campaign by the 
city itself is on the way. New 
sewers are being installed, and 
new water towers were built; a 
water softening plant is in the 
process of being constructed and a 
greatly increased and improved 
water supply is already assured. 
Last, but not least, the city of- 
ficials, the Chamber of Com- 
merce, and the retail merchants 
decided to tell the people about 
Alliance when they came near or 
through the city. So they con- 
tracted with the Case Poster Ad- 
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| vertising Company to put up two 
large builetins on U. S. 62, east 
and west, directing the people to 
|the downtown business district 
| which is one and one-fourth miles 
|from the national route which 
| goes through the southern part of 
the city and suburban Mt. Union 
business district. All of the state 
routes leading into the town will 
| carry smaller painted bulletins 
giving the traveler much needed 
| information. 

The two large bulletins now 
erected on U. S. 62 are completed 
except for the blinker light which 
will attract attention 24 hours 


Truman (oes 
Te Congres 
i tim toreeh Aid 


|each day. The board proper is 
|/illuminated from dusk to dawn. 
|The letters in Alliance are 44 
/inches in height and set out 12 
| inches from the board proper. The 
panel below them is set out still 
| farther, with the base of the board 
naturally set out another 4 inches. 
The money for these bulletins and 
the other advertising units which 
are in the process of construction 
was raised by public subscription 
and by contributions from the 
Service Clubs and the Chamber of 
Commerce. 
ARTHUR DUNDON, D. B., 
Case Poster Advertising Com- 
pany, Alliance, O. 
vgwy 
Poster Called Timely 
| To the Editor: Attached is the 


latest poster “We Don’t Like High | 


| Prices Either,’ which our client, 
|Chapman & Smith Company is 
|currently distributing to bakers 
| throughout the country. We are 
happy to report that this poster is 
meeting with very favorable re- 
| sponse. 

Before releasing the poster, 
Chapman & Smith Company tested 


“We don’t like 
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‘Two ‘Hits’ Too Close 
| To the Editor: The enclosed 
| photograph shows a double pay 
‘on timely advertising. Pilsen 
was forced out the day after this 
picture was taken. The two post- 
‘ers appeared at Lavergne and 
| Madison Sts. in Chicago. 
| ROBERT INGALLS, 
| Advertising Manager, Stand 
ard Safety Equipment Com- 
pany, Chicago. 

vw?" 


Strikes a Tender Spot 

To the Editor: Thought the at- 
tached poem might be of interest 
|to other members of the advertis- 
|ing profession . . . or did it just 
| strike a tender spot with me? 
| ARTHUR F. Brown, 
| Arthur F. Brown Associates, 
| Boston. 


| 


|I dread to take a layout 

To the man who wants to change 
things 

Who says “That’s fine, just what 
I want— 

But let us rearrange things.” 


Let’s move the building over 
And give the man a cane 
And add an umbrella 

Just in case it starts to rain. 


And change the girl’s expression 
To one of glad surprise. 

If it isn’t too much trouble 
Change the color of her eyes. 


Don’t clutter up the picture 
With meaningless detail 

But get a dock in somewhere 
With a boat about to sail. 


I suggest a troop of soldiers 
And a man who has the gout 
Also a railroad station 


| With a train just pulling out. 


|The man is running for the train 


He fears it might be late 


| So have him looking at his watch 
| With hands at half past eight. 


OLD MAN 
MISSISSIPPI 


More than just a means of toting a mil- 


lion tons of cargo yearly, St. Louis’ big 
river has caused ALL arteries of the Mis- 
sissippi Valley — river, rail and road — 
to center here so that St. Louis is also 
second in railroads and third in trucking 


in America. 


THE ST.LOUIS 
STAR-TIMES 


Over 175,000 circulation—85% concen- 
trated in the profitable St. Louis A. B. C. 
Retail Trading Zone offers a sure means for 
alert advertisers to reach more than a half 
million able customers quickly and effec- 


tively ... proven last year by 10,232,097 


lines of selling messages. 


‘ 
FOR A COMPLETE SELLING JOB 
IN BIG ST. LOUIS YOU NEED 


THE ST. LOUIS STAR-TIMES 


high prréce 


either!” 


2. 


dent os test we mer coehe 
e0 down, oer privet 
with ge down tee. 


° ] 
its effect on bakers and consumers 


alike, and the results obtained 
from these tests indicated that the 
message was both right and 
timely. 

Today’s main topic of conversa- 
tion is “prices.”” The Senate now 
plans to investigate them, and it. 
is our belief that the baker needs 
this poster to give his stand on 
prices. In fact, we believe the 
poster does a two-fold job. One, 
it guides the baker in establish- 
ing a sound price policy; and two, 
it conveys to the consumer in a 
simple and forceful style the 
baker’s thinking on the current 
price situation. 

We are sure that the poster and 
its message will be of interest to 
you and your readers because we 
believe it will be of vital im- 
portance as part of the relations 
job which is badly needed at this 
time. 

ARTHUR R. MAcDONALD, 

MacDonald - Cook Company, 

Chicago. 


| Don’t let the thing get crowded 
| We must have room for copy 
| But give the girl galoshes 

|Because the weather’s sloppy 


| And make the oak a maple 
| And make the horse a cow 
| And make the hen a rooster 
And make the rake a plow. 


| With these few minor changes 

| Everything will be okay 

| We’re much behind our deadli: ' 
| Please finish it today. 

v v v 


Compiles Dayton Club ; 
Production Aids 

To the Editor: Enclosed ° 
several copies of a compilation 
titled “How to Get the Most 
of Your Advertising Produc 
Dollar Today.” This four-p g 
folder was produced by five m 


ber firms of the Dayton Adve |s- 


ing Club as a cooperative effo! 
show buyers of printed adve 
ing how economies can be 
fected by following a few log 
rules in planning and product 


At the time the meetings v 


being held I took a transcript 
produced the material in its p 
ent form as mailing to the « 
members and for distribution 
their clients and customers. 

I have received many favora 
comments from agencies, tl! 
clients and graphic arts suppl 
in this area on the folder. I 
forwarding these copies to you 
the hope that other organizati 
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, ight be informed of the value of 
,roducing a similar type of mail- 
ig during these days of high pro- 
uction costs. 

W. H. HIGHMILLER, 
Vice - President, H H Art 
Studios, Inc., Chairman, Ex- 
hibition Committee, Dayton 
Advertising Club, Dayton, O. 
[Editor’s Note: The folder re- 
erred to by Mr. Highmiller was | 
roduced and is being distributed 
y his organization, Craftsman 

"ype, Drury Printing Company, 
rinting Service Company, and| 
Jayton Process Engravers. It con- | 
1ins the simple, boiled down 
neat of three discussion panels at 
the Dayton Advertising Club, and | 
sample copies can be obtained, as 
ong as the supply lasts, from Mr. 
lighmiller at 11 W. Monument 
uilding, Dayton 2.] 
. Di oO 
Cites Minimum 
of Financial Stuffiness 
To the Editor: In all of the 
lovely rumpus that has. been 
kicked up recently in comments 
growing out of Bernice Fitz-Gib- 
bons’ ribbing of financial adver- 
tisers on the “malarky” of their 
“pious pronouncements,” it oc- 
curred to me that you might like 
to see a couple of samples of 
financial advertising that doesn’t 
fall into this category. Please note 
the bright copy (?), on which I 


have been complimented, in the 
“Welcome” ad. (The drawing re- 
duces surprisingly well.) 

In the year and a half since 
coming from Chicago to Seattle, 
it has been my observation that 
bank advertising on the Pacific 
Coast is affiliated with a minimum 
of stuffiness. 

The nature of the product we 
have to sell naturally must be 
considered—it just doesn’t lend 
itself with flippancy — but bank 
advertising can be and is becom- 
ing more and more human. After 
all, few things are closer to 


“where we live” than our money | 


and our financial problems. 
HERBERT E. VEDDER, 
Advertising Manager, The 
National Bank of Commerce, 
Seattle. 


, 2 = 

Spots Own Product 
in Sun Valley Picture 

To the Editor: Kindly refer to 
our issue of July 
wer right corner. The chairs 
hown in this illustration are of 
ur manufacturer. 

Can we secure from you a 
lossy print of the original photo- 
‘raph, or can you furnish the 


ime and address of the photog- 


ipher? 
W. T. WHITE, 
Louis Rastetter & Sons Com- 
pany, Fort Wayne, Ind. 
v v v 
=xtends an Invitation 
to Ad-Lib Editor 


To the Editor: The very amus- 
\1g article about our ranch in 
sur Ad-libbing column of June 
3‘ was brought to our attention 
sterday. We found it very 
lusing and would be interested 
having the author of Ad-lib- 
ig come out to the ranch as our 
st so that he may see for him- 
what a working ranch that 
gone dude means. This ranch 
been a working ranch up until 
summer, and we are running 

it 300 head of purebred Here- 


7, Page 55, | 


in the National Forest and re- 
quire “Cow Pokes” to be with 
them constantly. In order to feed 
this size herd we have about 400 
acres of hay growing, which now 
has to be irrigated and in about 
six or seven weeks has to be cut, 
so you can see there is plenty of 
work for dudes if they care to. 
We decided a year ago that in 
conjunction with this working 
ranch we would build the finest 
dude ranch in the State of Colo- 
rado. People who have been here 
say that it is. It would be fun for 
us to have the author of Ad- 
libbing come out here so that he 
can see for himself that it is fun 
to work on a ranch for a change. 
Of course, all of the guests have 
not worked their entire vacation. 
They have had some wonderful 


fishing in Willow Creek, four 
miles of which run right through 
the heart of the ranch. We are 
new at running a dude ranch but 


so far everyone seems pleased 
with what they find here. 
We appreciate the “plug” in 


Ad-libbing and won’t you please 
let the author come out for at 
least a week’s vacation? I am 
sure he will be better fitted to 
continue his writing for the winter 
if he can stay with us at least a 
week. 
RICHARD L. SCHOENBERGER, 
C Lazy U Ranch, Granby, 
Colo. 


Editorial Should Be 


Circularized, He Says 


To the Editor: I think your 
editorial of June 23, “Committing 


Suicide Joyously,” is par excel- 
lence. Why not send a reprint to 
every newspaper and the impor- 
tant labor papers? It could do 
tremendous good. The labor 
papers, particularly, of which I 
see a number, are 
form of hate for 
that makes peaceful collective 
bargaining difficult, and some 
newspapers are no better on their 
part. 


management 


J. B. MILcrRaMm, 


Advertising Manager, John 
F. Trommer, Inc., Brooklyn, 
ee a 

v v v 


Compliments Review 

To the Editor: Just a note to 
compliment you on an excellent 
bit of writing in ADVERTISING 
AGE’s review of “The Hucksters” 


in your July 7 issue. 
We think it is quite unusual. 
ARNOLD R. DEUTSCH, 
Deutsch & Shea, Inc., New 
York. 


preaching aj 


The management man's \, 
preferred source of daily /§ 
business news in the nation’s 
greatest industrial area 
=the Central West. { 
J ab 


Chicago Hourn 
—of Commerce © 
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LEAST LIKELY TO SUCCEEDS... 


You don’t expect a croquet mallet to give you power 


in golf. You need a driver. In advertising, The Oil and 


Gas Journal is the “driver” that puts power in your 
More oil men CONCENTRATE their 
reading in The Journal than in any other oil periodical. 
Therefore, more advertisers CONCENTRATE their 
advertising in The Journal. The driving force of The 
Oil and Gas Journal makes your advertising “MOST 


campaign. 


| 
| 


likely to succeed.” Because... 


“FOLLOW THE 


JOURNAL... AND 
YOU FOLLOW THE OIL INDUSTRY” 


PUBLICATION OFFICE: TULSA 1, OKLAHOMA - OFFICES: NEW YORK, PITTSBURGH, CHICAGO, LOS ANGELES, HOUSTON, ENGLAND, CANADA 
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1a K-F distributor or dealer. The 


Factory Delivery customer delivery department was 

| - | designed especially for the sum- 

Offered by Kaiser _mer months, when purchasers can 
Detroir—Kaiser-Frazer has in-| take advantage of vacations to 

augurated factory delivery of its| Pick up their new cars. 

cars for customers who prefer to| Upon completion of advance 


come to Detroit and take advan- | paper work by the dealer, includ- 
tage of F.O.B. prices. 


“THE LETTER SHOP, Inc. 


431 8S. Dearborn St., Chicago 5.1llinois 


| ing financing, issuance of license 
The company emphasized, how- | plates and a letter of introduction, 
ever, that autos delivered at the| the customer need only appear at 


‘factory must be purchased through | Willow Run on a prescribed date 
| to take delivery. 


| 


Buys Microfilm Firm 

Bell & Howell Company, Chi- 
| cago, has purchased Microfilm 
Recording Company, Chicago. 
Effective Aug. 1, Bell & Howell’s 
microfilm sales, service, and re- 


= pair departments and processing 


|laboratories will be moved to 
RICH Suite 548 in the LaSalle-Wacker 

me building, the quarters now occu- 
|pied by Microfilm. 


=: THE VERITONE COMPANY Forms Video Department 


57 W. GRAND AVE.. ° CHICAGO 10 
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CBS ENTERTAINS—Following the opening of Borden Co.'s new show, "Arthur 
Place," over CBS, the network threw a party for the client and agency ir 
Hollywood. Among the guests were (left to right) William Gernannt, owner of 
"County Fair," another Borden Co. CBS show; Don Thornburgh, vice-president 
in charge of the western division of CBS; William Lewis, Kenyon & Eckhardt 
vice-president, and Stuart Peabody, Borden advertising manager. 


Florez, Inc., Detroit, training and | the direction of Charles E. Skinner, | . 
vameeabens specialist, has as | former preducer with RKO-Pathe Naughty Pictures 


p ; 
wuitenatt 5957_ | ized a television department under | in New York. 


Get Attention of 


Dept. of Justice 


WaASHINGTON—Although there is f 
no indication that the request had FF 
its origin in Boston, there was ff 
some suspicion of it recently 
when the Justice Department 
asked Congress to supplement 
present laws against the interstate 
transportation of obscene matter 


stated, there was every indication — 


lar reference to certain spicy pulps, 
and a few slick tabloids in the 15 
to 50 cent classes, whose pin-ups 


In a letter to Speaker of the 
|House Joe Martin, Asst. Atty. 
Gen. D. W. McGregor said that 
the requested legislation was 
needed to curb a “widespread 
| evil.” 

“Already,” said Mr. McGregor, 
“the depositing of obscene matter 
for mailing or with a common car- 
rier for interstate shipment is pun- 
ishable by a $5,000 fine and five 
years’ imprisonment. But there is 
no law against interstate transpor- 
tation of obscene matter by private 
conveyance.” 

A proposed bill submitted by 
Mr. McGregor would make trans- 
portation of any kind of obscene 
matter punishable by a fine of not 
more than $5,000, or imprisonment 
for not more than five years, 
both. 


Frigidaire Boosts Four 


M. C. Schenk, commercial sa‘ 
manager in the central region o! 
| Se Frigidaire division of Gene:a! 
Motors, Dayton, has been ap- 
| pointed manager of national bu:si- 
acces sales of the company’s co:n- 
'mercial sales department. H. | 
Ward, air conditioning sales rep- 
resentative in the commer a! 
sales department, has been nam 2d 
to succeed Mr. Schenk. Both :p- 
pointments are effective Aug. |! 

Donald R. Macklem, in ie 
sales promotion department |! 
Dayton, has been transferred 
the Birmingham branch as c 
| mercial sales representative, s 
| ceeding R. W. Pocock, who 
| been promoted to manager of 
| St. Louis branch of Frigidé '* 
| Sales Corporation. 


Porter Forms Agency 


Robert .F. Porter, for the } 
| 21 years sales representative 
General Outdoor Advertisi 
Company, has resigned to < 
his own advertising agency, R 
ert F. Porter Company, at 
Reynolds building, Winst< 

Salem. 


| Appoints La Barbera 


John La Barbera, formerly p 
duction and traffic manager of P 
ner-Zabin Agency, has been ‘ 
pointed direct mail advertis 
manager of Broadway Fashi 
New. York. 
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Although not specifically so [ 


that the Department had particu- ff 


at times would make Billy Rose f 
blush. ‘ 
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Advertising Age, August 4, 1947 ase 
) sts Two Appoint Kopmeyer | -_ 
opular Fiction R. ya ec m . ny, 


(Group Claims 12% | Louisville, has been appointed to 


| direct the advertising of Kantor’s, 


SSEBCing you’’... in INDIANAPOLIS 


Study of 


ago after test work in Springfield, 


yroup (25 magazines published 
yy Popular Publications) is read 
yy 12,750,000 individuals 15 years 
f age and over, or 12.2% of the 
J. S. population in this age group, 
.ccording to the first report of 
he Continuing National Audience 
the Popular Fiction 
(;roup. 

The study was begun 18 months 


Mass., and Trenton, N. J., in- 
dicated how to handle a group of 


| 
Inc., 


Montgomery, Ala., manu- 
of Adult Readers facturer of Kantor’s Sunshine | 
New York—The Popular Fiction | Silver polish, using —_ business | 


papers, newspapers and point-of- | 
sale material, and Crump-Craft, 
Montgomery, deluxe marine and/| 
molded plywood boats, using 
business papers, outdoor maga- 
zines and direct mail. 


State Seeks Industries 


Wyoming, through Fadell Com- 
pany, Minneapolis, will soon 
launch an advertising and pub- 
licity campaign designed to at- 
tract new industries or branch 
plants to the state. The state will 


“Mere Man” Proves It’s 
Really a Woman’s World 


Every Monday through Friday afternoon, at 2:45 (C.D.S.T.), 
WIBC Actor-Producer Barry Lake doffs his hat and for 10 
minutes dons the role of a “mere man” adrift in a sea of nylons, 
nurseries and other matters feminine. For the home-makers of 


r 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 

Hoosierland, Barry Lake’s ‘Memos of a Mere Man” are a much- | 
| 
| 
| 
| 
| 
| 
| 
| 
| 
1 


prized source of afternoon entertainment— providing each day a 
quick, warm-hearted profile of some outstanding woman-in-the- 
news, a fast-paced “capsule story” with a humorous or surprise 
ending and a well-assorted array of additional features, al of 


WIbt 


which go to prove it’s really a woman’s world—man notwith- 


. ; 1070 KC 
magazines of this type. Stewart, soa y° apa 58 ee standing. For the advertiser seeking to court the buying fancy of 
Dougall & Associates conducted F Indiana womanhood, this bright WI BC live-talent show offers a 5000 WAT TS 
Arthur the research. Darli A . DeVol sconrenane audience with which to start the sales ball rolling. 
_ * The Popular Fiction Group in- arling Appoints DeVo For full details, see your John Blair Man. BASIC MUTUAL 
sot + Ot cludes Adventure, Ace High Hadyn R. DeVol has been ap- JOHN BLAIR & COMPANY + NATIONAL REPRESENTATIVES 
renee Western, All Story Love, Big| pointed direct factory representa- 
‘ Book Western, Black Mask, De- ttle be West —— for L. A. 
tective Tales, Dime Tales, Dime amat Wonaan, Wek, * ae DeVol, Th e 
Mystery, Dime Western, Famous will make his headquarters at ; 
‘es Fantastic Mysteries, Fifteen West-| 3114 w. 75th St., Los Angeles. 
ern Tales, 44 Western, Love Book, 
»f Love Novels, Love Short Stories. | 
Also New Detective, New Love, 
> New Sports, New Western, Rail- 
teed tel road Magazine, Rangeland Ro- 
t had m mances, Romance, Star Western, 
re was fy ond 10 Story Western. | WE HELPED MR. and MRS. 
recently : 12,600 Interviews 
ch | 
sce) ets WILLIAM SCHULTZ FIND A HOME 
plement ducted to determine the size and | 
serstate characteristics of the monthly 
are audience of the magazines in the | 
ally sof group. The 12,600 personal inter- 
dication § views upon which the survey is - eeceaat¥etent 
particu- ] based were held in 120 cities, SME 
nd pulps, towns, and counties, located in all | ee _ 
. the 15 parts of the country. 
pens The audience of the Popular 
lly Rose} riction Group isn’t much differ- . 
. = | ent from that of other mass maga- i 
t. Atty. ca ak dala Prvitiy Po Hil T OUR 116 years we've been 
; sl e /o x : 
oe pe male; 09.3% ere under 25 years called up to do many things. 
“! B of age; 61.1% have a high school ¥ 
despread @ oducation or better, and 13.1% But on June 23 we essayed a task whose 
had a college education. ‘ ‘ 
sggetn od Sin ta aidincdedniebe dae conclusion made Detroiters happy. That Monday 
el : : : . 
mon car- ened a i “Most of morning, James Pooler, staff writer, told the story of Mr. 
pose al the sagged ages gesagt: & Mrs. William Schultz and their dog, Teddy, who were about 
: : people—are in e middle or , 3 ’ 
there is class; 500,000 are the A class; to be thrown out of their three room shack which had been their 
transpor- H 1 350,000 B, and 4,850,000 D. Rural h f 
'y private @ readership is unusually heavy, ome tor seven years. 
F 39.7% living in rural areas, as 
by : ‘ ° ° ° 
ne ld against 30.9% in towns of “— “They rock with that silent grief of the old who have brooded 
" to 100,000, and 29.4% in cities o ‘ 
Bois poe 100,000 and over. on trouble too long,” ran the story. “Saturday and Sunday, like 
omg a the days before, the old man and woman tramped the streets 
years, ; ‘ . 
Tom Harmon, former All-Amer- looking for new shelter,” wrote Pooler. On Wednesday morning 
ican football star and now playing ‘ <hne ~ ‘ 
_— with the Los Angeles Rams, will Pooler’s story said: “Mr. & Mrs. William Schultz and their old 
be added to the Jimmy Durante ‘ ° r e 
rcial sales {J show when it returns to the air dog, Teddy, will move into a new home. The donor who prefers 
region 0! § Oct. 1. Mr. Harmon will present ‘ ‘ ° ; 
¢ General ll a ‘weekly resume of sports events. anonymity, has provided the two old people a home in which they 
been «ap-@ Arth her, who was on the ‘ ‘ : 29 
onal bu:i- th ga a ‘show last season, can spend their last years with ‘our own furniture.’ ” 
ny’s com-§ will set the stage for Durante’s 
pe 3 nelle Hg no aad te ae fh We don’t know that this proves anything much except that 
amimnarc's § lone. Rexall Drag Company is the world isn’t as bad as it is pictured .. . that it can be the busi- 
2en nam °C he sponsor of the Durante show, 
yo Oe ee Wednes- ness of a newspaper now and then to step out of its role of merely 
3 days over j ) 
Ton? : : B ieee Ci » | JAMES POOLER purveying news and undertake some of those humanitarian jobs 
i? orm Be ng Grou . . . P ‘ : a 
sferred , | He wrote the story which life’s exigencies seem to pile up in a big city r was 
h as ci of Direct Sellers | Nie P P - a 
ative, s A group of direct selling (fac-| this a big news story? 
Rug ry to consumer) manufacturers | 
18) f > ; j aa . . . . 
Frigidé 1 Pp my = Suaperetine sant | We like to think too that the response which concluded this 
keting. The purpose of the new! . as isi » . . Ww 2 ‘ , 
sedeiniiias te ta tan tan otatinn story sort of pictures the kind of people who regularly read our 
nc f the buying public to the “fac-| a 7 
" wid tory to you” types of manufac- | newspaper. 
antative turing. National and local ad-| 
aes i. vertising campaigns will be used. | 
d i ® George Householder is head of | 
ane. ‘! 2 organization program. The as- | 
7 at ‘ Nation is located in the Board of | 
; fnats ide building, Chicago 4. Baia = ro e 
Nimes Nooe & Plough | et . 
era 5 ‘ooe€ & Plough Advertising | ro ree v1 
\.eney, Long Beach, Cal., has| . ; Sg aig a ae 
rmerly PD’ “fj *« 4 appointed to handle the ad- Nis cg alien ——————— ; 
ager of I ( Ve tising and publicity of the ett e.. ee 
s been « - g Beach Philharmonic Or- ; 
advertis: 2 tra Association for the 1947- 
y Fash ‘oncert series. 
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BOSTON GLOBE PROVES 


BOSTONIANS ARE PEOPLE 


Scientific Gossip Column Exposes Buying Habits of 1,948,763 Bostonians! 


A few months ago The Boston Globe decided that 
even in this enlightened age of market research 
studies altogether too many advertisers still thought 
of Boston as a “state of mind” rather than a lot of 
people with a lot of money to spend for a lot of 
things they need and want. 


To help overcome this quaint misconception and, 
more than incidentally, add another popular feature 
to what was already Boston’s best-read newspaper, 
they established the Boston Globe Poll of Massachu- 
setts Opinion. 


On one hand the Globe Poll prepares news stories 
for The Globe. On the other, it prepares within the 
15-mile Metropolitan Boston area (population 


1,948,763... buying power $1,500,000,000) a contin- 
uing study of consumer opinion...opinion of general 
interest to Boston retailers and businessmen. Con- 
sumer attitudes on prices, quality of merchandise, 
styles, purchasing power and post-war needs, and 
opinion on local civic problems, are scientifically 
measured and passed along to Boston merchants and 
businessmen. 


The fact that The Boston Globe is the first and 
only newspaper in town to make its own local surveys 
on local issues and attitudes is another good reason 
why this newspaper continues to be Boston’s best- 
read and best-equipped to work with advertisers in 
selling The Boston Market. 


The Boston Globe 


MORNING . EVENING : SUNDAY 


National Representatives: J. B. Woodward, Inc., New York, San Francisco, Los Angeles Osborn, Scolaro, Meeker & Co., Chicago, Detroit 
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Acvertising Age, August 4, 1947 


PHOTOGRAPHIC 


REVIEW OF 
THE WEEK 


eY THE MAKERS OF THE FAMOUS MOTOROLA CAR RADIOS 


ad 


~ Pilg * 
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‘FURNITURE STYLED'—The 1948 Motorola home radio magazine campaign, 

to be released this fall by Motorola, Inc., Chicago, will feature ‘furniture styl- 

ing,” illustrating various models of the line in room settings. The campaign 

will appear in The American Weekly, Better Homes & Gardens, Collier's, The 
Saturday Evening Post and This Week Magazine. 


‘Were both famous 
in Wisconsin’ gg 


RED HORSE SHARES SPOTLIGHT—The boss of "America's Dairyland” takes 

part of the fame in this poster spotted along principal highways in the area of 

Wadhams division of Socony Vacuum Oil Co., Milwaukee. Compton Advertising 
is the agency. 


“'S INS DISTRIBUTES DISPLAYS—Executives of Bauerlein Advertising Agency, 

New Orleans, approve the material comprising the display kits distributed to 

Sea’ s by Higgins, Inc., New Orleans, for its camp trailers. Left to right are 

Tild. Landy, creative director; Don Neville Mainguy (also seated) copy chief, 
and Marshall Hurt, vice-president and account executive. 


SCORES—The teaser car card (top) 
led a series of three attention-getters 
for Canadian Ace Brewing Co., Chi- 
cago. The second identifies the ad- 
vertiser, and features, as does the third, 
a plastic three-dimensional beer bottle. 


FIVE-COLOR JOB—Buckeye Aluminum 
Co., Wooster, O., adds eye appeal to 
a new display carton for its Buckeye 
smokeless broilerette by featuring a 
four-color Kodachrome illustration of 
the product in use, backed by a fifth 
color completing the package design. 
The package was made by Ohio Box- 
board Co. 


Bt SO ant aie 


- 
(Oe 


PRICE REDUCTION PAYS—New York's three Krasne brothers, who distribute 
Bernice foods and national brands to 5,000 grocers in that area, are shown 
reporting on the sales and profit results of their plan under which they reduced 
the price of all their products 10% and most of their customers did likewise. 
Left to right: Sam Krasne; Ben Krasne; Paul Willis, president of Grocery Manu- 
facturers of America; Bill Robbins, vice-president of General Foods; Julius 
Krasne, and “Miss Bernice Food Plan." (Story on Page 26). 


TUCKER'S FIRST 150,000 LETTERS—When Tucker Corp. ran its first two news- 
paper ads some time ago it used no selling copy but got this startling response. 
Looking on above are, left to right, Fred Rockelman, vice-president and sales 
director of Tucker; John Jenkins, of Roy S. Durstine, Inc., who is the account 
executive, and L. S. Travers, vice-president of Durstine. 


HOW IT WILL LOOK—Lewis Allen Weiss (left), chairman of the Mutual 

Broadcasting System and general manager of the Don Lee network, inspects 

plans of a scale model of the net's new Hollywood studios. At right is Willet 
H. Brown, assistant general manager of Don Lee. 


JUDGES PICK FATHER'S DAY AD WINNERS—The annual Father's Day advertising contest winners, Hickock Mfg. Co., 
Rochester (national); Stix, Baer & Fuller, St. Louis (large city Group A), and Falk's, Boise, Ida. (city Group B) were picked 
by these magazine executives in New York. Left to right at the table are Edward Sajous, Apparel Arts; George W. Jones, 
True; J. Sutherland, Collier's; Walter H. T. Raymond, Daily News Record; Gil Faeth, The Saturday Evening Post; Cecil 
Lubell, Men's Reporter; G. T. Sweetser, Esquire, and William Quantrell, Men's Wear. Father's Day Council executives at 
right are Alvin Austin, executive director of the council; Maxwell W. Schneider; George G. Goldie and Clare E. Nelson. 
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Goodrich Advances Lewis 


Edwin J. Lewis, assistant to 
the manager of passenger car tire | 
sales, has been named manager 
of petroleum company sales for 
the replacement tire sales divi- 
sion of B. F. Goodrich Company, | 
Akron. 


Joins Garfield & Guild 


Fred Crawshaw, formerly presi- 
dent of Photo and Sound Produc- 
tions, has joined Garfield & Guild, 
San Francisco, as vice-president 
and senior account executive. 


Holly Sugar Names JWT 


Holly Sugar Corporation, Colo- 
rado Springs, Colo., has appointed 
the San Francisco office of J. Wal- 
ter Thompson Company to han- 
dle its advertising. 


Bradley Appoints Fugit | 

Merrill W. Fugit, formerly with 
Sears & Ayer, station representa- 
tive, has been appointed director 
of radio sales of Richard Bradley 


Associates, Chicago. 


WINSTON-SALEM 
TOPS 5th DISTRICT 
IN STORE SALES! 


Over Three Times District Gain! 


Winston-Salem had the largest dollar volume 
gain in department store sales in the 5 states 
of the Sth Federal District, during the period 
from January to May, 1947 over the same 
period in 1946,—showins an increase of 23%, 
according to the Federal Reserve Bank, Rich- 
mond, Virginia. in the Sth District as a 
whole, the increase was only 7%. 


Winston-Salem scored another first in sales 
gain in May, 1947 over the same month In 
1946, showing an increase of 27%. In the 
district as a whole, the increase was only 
12%. 

All of which is powerful proof that 
Winston-Salem is a “must” market for 
advertisers with something to sell in 
the South’s Number 1 State. 


JOURNAL AND SENTINEL 
Winston-Salem, North Carolina 
National Representative: 
KELLY-SMITH COMPANY 
Circulation of the Sunday Journal and 
Sentinel now exceeds 50,900! 


| 
| 
| 


Reappraisal of 


By G. D. 


Some of the most important 
companies in America have re- 
cently been taking a fresh look 
at the youth market—children 
and teen-agers. One of the re- 
ults has been the establishment 
oy several large advertisers o 
1ew policies in which present and 
-uture business and improved 
oublic relations all are given 
added weight and emphasis. 

The ability of young America 
to get what it wants in terms of 
immediate purchases is nothing 
aew to advertisers. Young people’s 
magazines since the days of the 
Youth’s Companion and the Amer- 
ican Boy have been used success- 
fully by advertisers to sell the 
products that boys and girls want 


and use for themselves, and want | 


for their families, which fre- 


| quently respond to their urgings. 


Radio advertisers, especially in 
the cereal field, have gone to 


|town with programs which have 


pulled in the box tops by the 
millions. Premium offers and con- 


tests promoted by radio to the) 
kids have made smashing suc- | 
cesses of many of the best known | 


brands in this field. Programs 
slanted specifically to youngsters 
have been among the accepted 
success stories of radio advertis- 
ing. 

But the reappraisal of the mar- 
recently by some of the most im- 


portant companies in the country 
has been broader. Backed by in- 


the situation has embraced the 
problems with which all business 
is faced—to assure the continu- 
ance in the future of the kind of 
social, economic and _ political 
climate which has made America 
the greatest and richest nation on 
earth, and has given it a citizenry 


Business Finds New Reasons for Addressing Attention 
Specifically to Youngsters 


ket which has been undertaken | 


tensive research, their analysis of | 


Management Meet 


Youth Market Mirrors Trend 


to Social Goals 


Crain Jr. | New York — Many of the 
: |American delegates returning 
whose health, education and am~-| fom the International Manage- 
bition have carried it to n€W| ment Congress in Sweden last 
heights in material production and | week were convinced that the 
world power. 'conference showed how manage- 
But the trend toward radicalism | ment the world over is concerned 
constitutes a threat to the future! with being better understood. 
which business men, along with | All of them were impressed by 
others concerned with the pros-| the experience of being in a coun- 
perity and stability of America,|try feeling steadily increasing 
aave been watching with increas- | pressure from the Soviet Union. 
ing concern. Decisions as to how | de ens Saeeion seinen i 
tnis country will be run 10, 20 or | 
30 years from now will be made New York, told AA that the con- 


’ | ference demonstrated a growin 
by the boys and girls of today. | that ott wi : 


| conviction 
| They must be sold, and sold now, practically as vital as food. Man- 
on. the values which are char- 


ae ; agement leaders, he said, repeat- 
acteristic of this country and are edly returned to the theme that 
| the basis of its success as a na- labor must be informed of man- 
Gon. ‘ agement’s problems and policies. 
So ab agiowne of education ad-| The conference, Mr. Rudge be- 
dressed to children, to schools and lieves, demonstrates that there is 
\taiaaiaes — = f = on a new breed of management men, 
a — ©! as much concerned with social ob- 
|standpoint of making new cus- 


jectives as with profit. 

tomers — and for the future, That this thinking is common 
but likewise planting the seeds of in other countries was evidenced 
| understanding of what PEE be Assar Gabrielsson, managing 
is and what it must do to remain | director of Volvo, Swedish motor 
. land of opportunity for all. ; pow manufacturer. Mr. Gabriels- 

This kind of thinking explains | son summed up his views on the 
the broader policies of public “— |necessity for complete reports to 
lations and educational advertis- | -tockholders by saying that the 
ing now being put into effect. | 
That ” why, for example, the | tion and 45% of the money; stock- 
comics magazines and comic sec-| holders were certainly entitled to 


Gone a watt ac aan with their | all the information for their share 
huge circulations, are appealing | of tacens 


more strongly to advertisers as a 
weapon of value in the fight on | 
subversive doctrines. And that is | . P ‘ 
also why educational material for | In Swedish industrial centers, 
the schools, as well as that pre- | Mr. Rudge — housing projects 
pared for direct distribution, will built by industry, which he de- 
get more attention at the policy | Scribed nd magnificent, but “s 
level as well as in merchandising | conversations with the industrial- 
programs. | ists responsible for their erection 

The kids of today will make he discovered that they believed 
America’s most important deci- | the workers ee eee 
sions tomorrow. | tive. 


Workers ‘Unappreciative’ 


Parsons Names Payne 


John H. Payne Jr., formerly 
executive vice-president of the 
Federation for Railway Progress, 
has been appointed resident man- 
|ager of Dudley L. Parsons Com- 
/pany’s New Haven office. He will 
|also act as public relations di- 
| rector of the Connecticut Bankers 
, Association. 


A four inch Fargo Forum 
Classified ad costing $47.28 
for one week sold 50 Oil 
burning heaters at $97.50 
each or a gross of $4,875. 


FARGO, NORTH DAKOTA 


‘(See / 1 LLL 


North Dakota's Leading Newspaper 
Read by More Than 45,000 Families 
Daily and Sunday 


Members: Audit Bureau of 
Circulations, Northwest Daily 


Press Assn. 


Representatives, 
Kelly-Smith Company. 


Affiliated with Radio Station 
WDAY. 


Cleveland Cou 


| 
ple boats), but that there was little 
Get Mobile Studio communication between manage- 


ment and worker, and the strati- 


fication of Swedish society leaves 
Ready for Ad Tour) *:tin of Ss 
CLEVELAND—The Findley Mobile 


Studio, a_ station wagon and 
|trailer studio set up by Howard | onstrates the need for the State 
,;and Evelyn Bailing Findley, will| Department’s Voice of America 
take to the road early this month | 


for worker advancement. 


| bladet, 


Fred G. Rudge, who operates | 


| government got all the informa- | 


| It seemed to Mr. Rudge that the} 
| woutear"s lot was good (fine hous- | 
ing, vacations, beach cottages and | 


little opportunity | 


Mr. Rudge thinks Sweden dem- | 


a 
eee 


a 


ws 
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broadcasts. He quoted movie re.- 
views from the Svenska Morgen- 
which found “The Lost 
| Weekend” an apologia for the 
| capitalistic system, and “Anna 
|and the King of Siam” thinly-dis.. 
guised imperialism, cloaked in 4 
guise of education. 


Canadian Linage Up 
The Canadian Daily New,- 
papers Association reports that 
the national advertising linage 
for May in Canadian daily news- 
papers showed a gain of 141%, 
while classified and local adver- 


tising gains were 31.0% and 
24.5%, respectively. 
Publishes Farm Data 

The tenth annual statisti | 


number of Implement & Traci 
Kansas City, Mo., gives statistics 
for determining county and state 
sales potentials for various farin 
equipment, supplies, water sys- 
tems and other merchandise. 


Betts Becomes Car Dealer 


Charles H. Betts, merchandising 
manager of the Cadillac Motor Car 
division of General Motors Corpo- 
ration, will resign Sept. 1 to be- 
come Cadillac-Oldsmobile dealer 
and distributor in Des Moines. 


King Record to Sive 

King Record Distributing Com- 
pany, Cincinnati, producer and dis- 
tributor of hillbilly records, ha 
placed its advertising with Leonard 
M. Sive & Associates, Cincinnati 
Trade publications will be used. 


‘Macatee Names Johnson 


| A. R. Johnson, formerly head 
|of A. R. Johnson & Associates 
| Chicago sales and advertising 
| counsei, has been appointed pro- 
motion manager of Macatee, Inc 
Dallas, building materials manu- 
facturer. 


LANTERN SLIDES 


f= -2"n2"-34"s8" 
BLACK & WHITE, KODACHROME 
For Presentations __ 
pert Meetings _— 
ss: Television, ete. 
HAYNES-PROVOST STUDIOS 


18 EAST 41st ST., NEW YORK 17, ee 
Telephone: LExington 2-5579 — 


| 
| 


and tour the country during the’! 
| next year while the couple en-| 
| gage in writing, advertising and 
| photographic activities. 

The Findleys plan to tour the| 
eastern, southern and _ western 
ims of the country—from eastern | 


| Yl ‘ 
|Canada to Florida, Texas, Cali-| ‘i 
| fornia and the Pacific Northwest. | @ 
| Their house trailer will be pulled 
by a Ford station wagon. 

Ordinarily, the Findleys con- 
duct their studio at 1712 E. 9th 
St. Mr. Findley, who has been 
advertising and merchandising 
;consultant for such Cleveland 
agencies as Gregory & House, Paul 
Teas, Inc., and White Advertising 
Company, will do similar work 
enroute, as well as fill photo- 
graphic assignments. Mrs. Find- 
ley, former publicist for the Elec- 
trical League of Cleveland and 
General Electric Company, will 
write for magazines and collect 
material for a book—on trailer 
life. 


Joins ‘Newsweek’ Sales 


Emerson Carroll, with Liberty 
for two years, and formerly east- 
ern advertising manager of I[n- 
structor, has joined the New York 
sales staff of Newsweek. 


Gets Pottery Account 


W. H. Long Company, York, 
Pa., has been named to handle the 
national advertising of Pfaltz- 
graff Pottery Company, York. 
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Coca-Cola Unveils 
New Spectacular 
on Michigan Ave. 


CuiIcaco—Coca-Cola. Company’s 
familiar elfin sprite, “Sparky,” 
flashed into life as the switch was 
thrown on a new spectacular July 
95 at Chicago’s heavily traveled 
Randolph and Michigan Ave. in- 
tersection. 

Officials of both Coca-Cola and 
General Outdoor Advertising 
Company were on hand for the 
occasion, which heralds a return 
to a selling economy by the soft 
drink maker. The new spectacular 


here will spearhead the com- 
pany’s program to rehabilitate its 
electrical displays in major mar- 
kets. 

The new display, erected di- 
rectly above the site of the former 
Coca-Cola spectacular which had 
been a landmark at the Michigan- 
Randolph corner for many years, 
shows the Coca-Cola script in 60 
feet of channeled letters. This 
structure has a base of 65 feet and 
extends skyward 80 feet. The 
trademark is outlined in neon 
tubing and includes more than 
4,000 electric light bulbs. 

Current consumption, says 
GOA, is figured close to 119 kilo- 
watts, about enough to light a vil- 
lage. Wiring amounted to about 
seven miles, plus 2,000 feet of 
cable for the neon tubing conduc- 
tors. The action is controlled by 
what is believed to be the biggest 
flasher mechanism ever built, with 
404 electrical contacts, and there 
are more than 855 units of neon 
tubing, cotaling 4,330 feet. The 
Coca-Cola script is “scintillated”’ 
and wiped on and off in two sep- 
arate phases of the sign’s action. 

The display was designed by 
Coca-Cola’s advertising depart- 
ment and built by General Out- 
door. A novel louvred design is 
used in the background panel to 
cut wind resistance and yet pro- 
vide an improved daytime show- 
ing. 


Promotes Coal Heating 


The Toledo Retail Coal Mer- 
chants Association has launched 
a 26-time series of 700-line adver- 
tUsements in the Toledo Blade and 
Sunday Times, aimed at selling 
the public on the merits of coal 
as a fuel, and getting coal bins 
filled during the summer months. 
Blaco Advertising Agency, Toledo, 
handles the account. 


», Vhadda ya say, I meet 
™—WEFDF Flint says there's a 


at quittin’ 
’ good 


‘Air Force’ Arranges 
Own Publishing Setup 


The Air Force Association, 
Washington, D. C., has estab- 
lished within the association a 
publishing organization for Air 
Force, AFA’s official journal, pub- 
lished for the past year under 
contract by Phillip Andrews Pub- 
lishing Company. Editorial and 
executive offices are located at 
485 Madison Ave., New York. 
James H. Straubel, founder of 
the magazine and its editor during 
World War II (when the maga- 
zine was the official service jour- 
nal of the AAF) will be editor 
and publishing director. Charles 
E. Root, executive editor, William 
Friedman, technical editor, and 
Sanford A. Wolf, advertising man- 
ager, will continue in their pres- 
ent capacities. 


Armour Appoints Shea 
Daniel E. Shea, for 18 years in 
the sales department of Lever 
Brothers Company, Cambridge, 
Mass., has been named sales pro- 
motion manager of the household 
soap and toiletry products of 
Armour & Co., Chicago. 


NBC Relaxes Rule 
Against ‘Canned’ 


Repeats for Coast 


New YorKk—The artists have 
won. a big battle in their war 
against live repeats for different 
time zone audiences. 

Last week Ralph Edwards, 
“Truth or Consequences” host, 
shattered NBC’s ironclad regula- 
tion against transcribed repeats. 
The network finally broke down 
and agreed to a transcribed re- 
broadcast of the Procter & Gamble 
audience participation show. 

Network officials refused com- 
ment when asked if this indicated 
a change in policy or simply an 
exception to a rule that will re- 
main in force. 

Many radio entertainers have 
long objected vehemently to this 
policy, which was thrown over- 
board by CBS this spring. Re- 
broadcasts of all fall shows at 
Columbia this year will probably 
be transcribed with the exception 


of the Ed Murrow newscast, which 
will be brought up to the minute 
for the repeat. 

Both ABC and Mutual—neither 
of which has been as allergic to 
the word “canned” in reference to 
radio entertainment as their com- 
petitors—leave the matter up to 
the artist, the agency and the ad- 
vertiser. In some instances the 
advertisers side with the artists 
in favor of transcribed repeats 
because of the savings, however 
slight, in talent costs. 


NRDGA Publishes Book 
of Winning Ads 


The National Retail Dry Goods 
Association, New York, has pub- 
lished a 104-page advertising ref- 
erence and source book, “One 
Hundred Best Retail Advertise- 
ments,” which reproduces with 
editorial comment the winning 
advertisements in a nationwide 
contest judged in January, 1947, 
at the association’s 36th annual 
convention. 

Compiled by Howard P. Abra- 
hams, manager of NRDGA’s sales 
promotion division, the book sells 
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for $5 a copy to members, $7.50 
to non-members. 


Issues Roto Booklet 


The first of a series of monthly 
booklets designed to acquaint the 
reader with International Color 
Gravure, Inc., and Supertone, 
Inc., both in New York, and the 
mechanics of rotogravure, has 
been prepared by the companies. 
The first booklet is entitled 
“Speaking of Rotogravure.” 


Milrose to Buente 

Milrose Products Company, 
New York, manufacturer of ad 
Easy cleaner, has transferred i 
advertising account from H. B. 
LeQuatte, Inc., to George P. 
Buente, Inc., New York. 
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CARDY-LUNDMARK CO. 


Ask for | | 
1801 BYRON ST. — CHICAGO 


Samples 


LUMINESCENT DRLALSN 


Movie at the Capitol.” 


ee 


AL Budiinedid ts Local 


You, too, can sail ahead with a lot less effort if you 


pick the right spots. And that means looking be- 


for cosmetics, per capita, as those of another. 


high-profit markets than through the precision con- 


trol of newspaper advertising. 


vertisers and Advertising Agencies. 


neath the surface of national marketing strategy. 


Take, for instance, cosmetics—naturals, you might 
think, for across-the-board “national” advertising. 
Yet only five states of the 48 pile up 51% of all 
cosmetic sales. What’s more, the beauty-conscious 


women of one state may spend seven times as much 


The reasons are many—but they all add up to an 
often-forgotten truth: markets are different. Find 
the ones where sailing is easy, and you’ve moved 
a long way toward lower sales costs, higher profits. 


And there’s no better way to exploit those low-cost, 


Burcau of Advertising 


AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION 


To help you find your high-potential markets, our 
sales analysis staff has a growing reservoir of mar- 
keting facts. A phone call or letter will start this 
help your way. Or as a starter, write today for a 


copy of our new booklet, Services Available to Ad- 


370 Lexington Ave., N. Y. 17, Caledonia 5-8575 » 360 N. Michigan Ave.. Chicago |, State 868! « 240 Montgomery St., Son Francisco 4, Exbrook 8530 


prepared by the Bureau of Advertising and published by The Des Moines Register and Tribune in the interest of more etiective advertising 
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‘Station KSWI-FM, Council Bluffs, 


. Network. 


58 


Two FM Stations Aired 
The first two FM radio stations in 
Iowa are now operating officially. 


‘owned by the New Nonpareil 
‘Publishing Company, newspaper 
publisher, is operating from 6 
a.m."'to 10 p.m. Station KBUR- 
¥M, owned by Station KBUR, 
Burlington, is operating from 6 
a.m. to 11 p.m. Both stations are 
‘members of the Id6wa Tallcorn 


May We Suggest 


Now is the time to employ our counsel ond 
services to insure best acceptance, maximum 
use, consistent results. 

We are a Display Agency and cooperate 
fully with your advertising agency to “Pipe- 
in" the force of national advertising. 


FREE! 

36 Pages .. . 420 Pictures 
... an Exhibit of Performance. 
Write for a copy of it Today 
on your business letterhead 


IATES, INC. 
366 WN. JUSTINE STREET 
CHICAGO 7, ILL. 


Census Sponsors Hope for 
Congress O.K.—in January 

WASHINGTON—It would be in- 
teresting — though possibly dis- 
heartening —to know why the 
House never found time in a 
seven-month session to take up 
the business census endorsed al- 
most 100% by top people in busi- 
ness, labor, government and aca- 
demic life. 

Congress recognizes that pre- 
war figures are obsolete, and that 
it is dangerous to wait until the 
next scheduled census year—1951 
—for new information. It even 
provided $4,000,000 to get new 
data on manufactures next year— 
but balked at the business census 
needed to complete the picture. 

Though the Senate acted early 
in the session, the matter lan- 
guished in the House post office 
committee and then on the House 
calendar. Individual House mem- 
bers were stubbornly opposed to 
the idea; yet it was permitted to 
remain in a parliamentary posi- 
tion where it could pass only by 
unanimous consent. 

Census sponsors still hope to 
salvage the program by obtaining 
House action shortly after Con- 
gress reassembles in January. At 
that time they feel Republican 
leaders may be induced to grant 
a rule which will enable the cen- 
sus bill to pass by simple major- 
ity, like most other legislation. 

* co * 


The National Association of 
Real Estate Boards is working out 
its own “five year plan” as an 
answer to those who criticise the 
“real estate lobby.” It plans a big 
sales promotion drive, with local 
real estate boards cooperating, to 
create “a million new home own- 
ers a year for five years.” Local 
boards would have sales quotas 
and goals; the national organiza- 
tion would provide suggestions, 
pamphlets and advertising ideas. 
If successful it would mean 26,- 
000,0000 home owning families by 
1953—or two-thirds of all the 
families in the nation. 

* - > 

Last-minute Congressional ac- 

tion amended the Tariff Act of 


* 


ee 


ket 


THE WACO N 


jor M 


“MW" 


THE WACO TIMES-HERALD 


Wise 


EWS-TRIBUNE 


By STANLEY E. COHEN, Washington Editor. 


1930 so that.the 15-inch rolls of 
newsprint used in magazine sup- 
plements are no longer subject to 
import duty. Another provision 
sponsored by Sen. Claude Pepper 
(D., Fla.) assures tariff exemp- 
tion to newsprint rolls as narrow 
as nine inches for a 12-month 
trial period. The very narrow 
strips were exempted despite pro- 
tests from the ground wood paper 
industry, after the Senate heard 
that publishers have devised 
methods of joining the nine-inch 
strips to form pages and bolster 
their supplies of standard size 
rolls. 
> * * 

Commerce Department has in- 
herited the responsibility of find- 
ing a way to keep the war- 
spawned synthetic rubber indus- 
try on at least a stand-by basis. 
Aware that there will soon be 
sufficient natural rubber to meet 
all our needs, Commerce is meet- 
ing with the rubber industry on 
a program to assure a minimum 
production of synthetics for the 
national security and public in- 
terest. 

* * * : 

War Assets Administration is in 
the throes of one of the largest 
employe training programs ever 
attempted by a sales organization. 
Two-man indoctrination teams 
are touring WAA regional offices 
with film strips, photographs and 
charts exhibits and other train- 
ing data for personnel of “one- 
stop customers service centers” 
now being opened in 98 cities. 
Properly trained personnel will 
make it possible for buyers to 
walk into any of these centers, 
make inquiries, inspect, select and 
buy merchandise located in all 
parts of the country, WAA says. 

a + 


Tabulations from the _ special 
sample survey of 35 major mar- 
ket areas are pouring out of the 
Census Bureau. Labor force in- 
formation is already available for 
nearly all of these communities, 
involving about a third of the 
national population. Population 
tables by age, marital, educational 
and veterans’ status are ready for 
about a third. Housing details, 
ready for about half the districts, 
give details on occupancy, type 
of structure, repair and plumbing 
equipment, cooking, lighting, heat- 
ing equipment, rental, and num- 
ber of persons per room. Field 
work was done on a sample basis 
last April. 

7 * * 

About half the families who 
built or bought homes through 
FHA last year had incomes of 
less than $3,500. In 1940, 84.1% 
had incomes below $3,500; in 1942 
83.6% and in 1946 544.% The 
number of businesses in operation 
reached a peak of 3,700,000 in 
March, compared with the pre- 
war high of 3,400,080 in Septem- 
ber, 1941, Commerce Department 
finds. The annual rate of in- 
crease dropped from 18% for the 
first half of 1946 to 9% during 
the second half. 


Wine Account Shifts 


D’Arcy Advertising Company, 
St. Louis, has resigned the account 
of American Wine Company, St. 
Louis. Milton Weinberg Advertis- 
ing Company, Los Angeles, has 
been named as D’Arcy’s successor. 


Hoopes Joins Reinhold 
David B. Hoopes has joined the 
sales staff of Reinhold Publishing 
Corporation, New York, as rep- 
resentative for the American 
Chemical Society publications. He 


will cover part of New York City, 
Brooklyn and Long Island. 


Pacific Press — 
Occupies Huge 
New L. A. Plant 


Los ANGELES—The West Coast 

moved a long step forward as a 
major graphic arts center last 
month when Pacific Press, Inc., 
moved into its new $2,000,000, 
still unfinished building at 5201 
S. Soto St. 
The plant, largest and most 
complete west of Chicago, and 
representing a total investment 
of $6,000,000 for plant and equip- 
ment, handles western editions of 
Time and Life as well as Sunset, 
Westways, Los Angeles Downtown 
Shopping News, and numerous 
other publications. In addition to 
art service, photo-engraving, let- 
terpress, offset and various other 
kinds of graphic arts facilities, 
Pacific Press also provides a dis- 
tribution and delivery service for 
telephone books and catalogs. 

One feature of the new plant is 
a battery of teletypes connected 
directly with Time offices in New 
York. Included are four punched 
tape machines operating in co- 
ordination with four visual ma- 
chines. The rolls of punched tape 
are fed directly into four lino- 
types equipped with teletypeset- 
ters, automatically setting the 
copy. The visual sheets, received 
simultaneously, are used for proof 
reading. 

Another planned innovation is 
a 64-page two-color (or 32-page 
four-color) Faeber-Dutro press, 
now. being built by Joshua Hendy 
Iron Works, Sunnyvale, Cal. De- 
signed by Time, Inc., and Pacific 
Press engineers, the press is a 
new type of high speed web offset, 
said to represent a revolutionary 
development in printing. 


NEW TYPE COLOR PRINT 
DEVELOPED FOR AGENCY 


Los ANGELES — Frank Miller 
Laboratories has developed a new 
color print process which enables 
reproduction directly from orig- 
inal art work, The new process 
is not only faster and ‘more eco- 
nomical than previous processes, 
but provides more faithful repro- 
duction, it is claimed. 

The printing process was de- 
veloped to meet the specific needs 
of Foote, Cone & Belding, is called 
the Chromart OA Print, and is 
now being offered generally to the 
trade. 

Previously, when it was neces- 
sary to furnish various publica- 
tions with identical art simulta- 


roy 
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LEGIBLE—New window packages de. 
signed by H. B. LeQuatte, Inc., New 
York, for Rice Whiffs and Wheat 
Whiffs, products of Poph-ltt Cereal; 
Minneapolis, gained legibility and sim. 
plicity of design. Side panels carry 
recipes and premium offer. 


neously, Chromart color prints 
were made from color films. The 
new Chromart OA eliminates the 
color films, and makes prints di- 
rectly from the original art. 

FC&B has already used the new 
prints extensively on Sunkist, 
Purex, Union Oil, Disney and 
Lockheed ads, and reports that} 
while they are not exact dupli-f 
cates of the original art, they are} 
as close as can be duplicated by} 
the artist, and that printing plates} 
made from them are virtually in-} 
distinguishable from plates made 
from original paintings. 

Chromart OA prints are als 
being used where a different sixf 
of art is needed instead of the orig-f 
inal, and to serve as sign painting} 
guides, where they supply muci 
better color values for use wit! 
illuminants than do color film: 
according to Miller. . 


Gets Shoe Account 


Abbott Kimball Company, Loaf 
Angeles, has been appointed tif 
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direct the advertising of Interna§) Comr 


tional Sportswear, Los Angeles 
maker of women’s slacks an 
other sportswear. An _ extensive 
trade and national advertising 
campaign is planned for fall. 
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N IMPOSING group of Sudcesstul advertising executive* 
a and advertising Agencies find this a lucky number. 
It enables them to use a service Consisting of ad-setting, 
engraving, and printing— all under one roof... Specially 
trained men are always on their toes té ‘serve you so well 
that you will come back again/ We can lighten your burdens 
—and at the same timé produ¢e better and’more profitab!e 
printing for you—at a saving of time, jfrouble and money ; 
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Soap Scrap Seen 
as Heinz Expands 


Market for Swerl 


(Continued from Page 1) 


pany’s National Aniline division. 
Although marketed regionally be- 


ges de- B sore the war, a new advertising 
i eee drive will precede the introduc- 
ee tion of Swerl to consumers 
and sim. | throughout the United States. 
Is carry Like many detergent soaps, 
fer. Swerl was originally produced 
from cocoanut oil, but after seven 
prints § years of laboratory research and 
ms. The testing, National Aniline de- 
ates the# veloped a commercial process us- 
rints di-B ing the cheaper petroleum as a 
rt. base stock. 
the new Since 1930, when it was first 


Sunkist, qiscovered that other substances 


ley and} .ould be developed which had the 
rts that) characteristics of soap, a rash of 
t dupli-f} detergents have been introduced 
they aref} t) the market. Although the war 
cated by} postponed use of such materials 
ng plate#}}, civilians, industry and the 
ually in-§§.-med forces used enormous 
es madi} quantities, and development pro- 
H ceeded apace. 
are als 
rent siz} Detergent Production Soars 
the origf} With the end of the war, pro- 
paintinf} quction of soapless soaps soared 
ly mucif} from 161,560,000 pounds in 1945 
use witif] to an estimated 700,000,000 pounds 
or filmsf} in 1946. Almost 500,000,000 of 
A iis total comprised cocoanut oil 
) or other fatty-base detergents. Pe- 
troleum-base soaps were held to 
any Lal about 200,000,000 pounds in ’46, 
ointed tip) according to the Department of 
“Internaf)Commerce, because production 
Angeles capacity was limited until early 
acks an(# this year. 
extensive Now, however, a large number 
— of plants are operative and there 
- fall. 


is every indication that the pre- 
liminary skirmishes between de- 
tergent manufacturers and mak- 
ers of ordinary soap will become 
\a full-scale battle for the con- 
\sumer’s dollar before the end of 
) 1947. Thus far, the soap makers 
Shave not felt the inroads of the 
“soapless soaps,” for the increased 
consumption of soap in the U. S. 
since 1935 is about equal to the 
volume of detergents marketed. 

Principal advantage which the 
petroleum-base detergents hold 
over cocoanut oil-base detergents 
is that of lower cost. And their 
makers are already exploiting it. 

Ethyl Corporation last year in- 
troduced Ethyl Cleaner nationally. 
The Ethyl product is a concen- 
trated water-softener and soap, 
and was extensively marketed on 
a test basis before being intro- 
duced on a national scale. All 
types of outlets were used in the 
tests, but it was determined that 
best sales results could be ob- 
tained through the oil companies 
which, in turn, sell grocery whole- 
salers and jobbers as well as serv- 
ice stations. 


May Develop Farm Market 
Ethyl Cleaner is designed for 


cutives 


umber. j—two main uses, car washing and 
setting household tasks, such as washing 
, dishes, woolens, etc. Since it is 
pecially |Mneutral in solution and therefore 
i] will not disrupt bacterial action 
— in septic tanks, it is probable that 
burdens |@the company will soon seek to 
: . Market the product actively to 
ofitab!e Bt mers and dairy operators. 
money. More recently, Standard Oil 


Company of California organized 
Oronite Chemical Company, a 
ubsidiary, to make Oronite, an- 
other synthetic soap. The com- 
m2ny is said to be aiming for an 
‘nnual production of well over 
100,000,000 pounds. There is a 
Ossibility, however, that Oronite 
may distribute its products 
through one of the “standard” 
ap companies. 

Standard Oil Company of Ohio 


market a petroleum-base deter- 
gent, although distribution chan- 
nels have not yet been announced. 
It is expected that a number of 
other large oil companies will in- 
troduce new products soon. 

A share of the confusion re- 
garding detergents is directly at- 
tributable to the enormous num- 
ber of substances which have 
characteristics of soap. The chem- 
ical processes through which de- 
tergents can be manufactured are 


almost innumerable. As a result, 


many companies have hesitated 
to make the investment in plant 
facilities, until it was definitely 
proven that a particular process 
would produce the desired quality 
at a price which would be com- 
petitive for several years. 
Whether the makers of petro- 
leum-base detergents eventually 
decide to market through old-line 
soap companies, or to challenge 
them directly, there seems to be 
little prospect that advertising 
budgets for soap will be cut very 
soon. 


Soapy Statistics 
Show Unwashed 
Still Flourish 


New YorkK—The Association of 

American Soap and Glycerine Pro- 
ducers came up last week with 
figures to show that on the aver- 
age each person in the United 
States still gets less soap than 
before the war. 
‘ This was the association’s quar- 
terly report of soap deliveries of 
70 manufacturers who represent 
approximately nine-tenths of all 
the soap made in this country. 

Sales by these manufacturers 
of other than liquid soaps, during 
the quarter ended June 30, 
amounted to 642,984,000 pounds— 
about the same as sales in the 
second quarter of 1939 and 3% 
above the quarterly average for 
1935-39. But the population has 
grown from 129,000,000 to 143,- 
000,000 persons so it’s obvious that 
there is much less soap per capita 
available than prewar. And, the 


association points out, deliveries 
in the quarter ending June 30 
declined 5.2% from the previous 
quarter. 

Deliveries for the half year end- 
ing June 30 were 8.5% larger 
than in the first half of 1946. They 
totaled 1,321,363,000 pounds. 
Liquid soap deliveries, which the 
association termed comparatively 
small, totaled 1,388,000 gallons for 
the six months, a decrease of 
14.3% from the corresponding six 
months in 1946. 


Plans Fall-Spring Drive 
for Arch Preservers 

E. T. Wright & Co., Rockland, 
Mass., maker of Arch Preserver 
shoes, is planning its most ex- 
tensive campaign for Arch Pre- 
servers during the rest of 1947 
and 1948. Spreads and_ single 
pages in two colors will be used 
in Holiday, and a series of black 
and white insertions will appear 
in Newsweek and Time. News- 
paper mats, displays and other 
dealer helps will be offered to the 
retail trade. 

A special newspaper campaign, 
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sponsored by the Arch Preserver 
Retail Association of New York, 
will run through the fall and 
spring seasons in the New York 
Sunday Times and World-Tele- 
gram. H. B. Humphrey Com- 
pany, Boston and New York, is 
the agency. 


Ridley Elected V.P. 
Edmund C. Ridley, account ex- 
ecutive with J. D. Tarcher & Co., 
New York, has been elected a 
vice-president of the agency. 


Building | 
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‘SO is reportedly planning to 
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Moloney, Regan & Schmitt, Inc. 
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Liquor Ads Don't 
‘Create’ Drinkers, 
Mosley Insists 


NEw Haven — Advertising of 
whisky brands by distillers “is 
not designed and has never been 
designed to attract new drinkers,” 
George E. Mosley, advertising 
manager of Seagram - Distillers 
Corporation, New York, told the 
Yale School of Alcohol Studies 
recently. 

“The primary goal of liquor ad- 
vertising is to convert a drinker 
from one brand to another,” Mr. 
Mosley contended, adding that 
“basically, it is designed to achieve 
a stronger market position for 
the advertiser over his competi- 
tors.” 

Scoring attempts to ban liquor 
advertising, Mr. Mosley declared 
that “without advertising and ex- 
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tensive promotion, brands in the 
past, in all industries, have be- 
come almost meaningless. 

“If brands are meaningless, why 
should any manufacturer spend 
good money improving the quality 
of his brands or trying to raise 
the standards of his industry?” 
he asked. He insisted that for 
the proponents of bans on liquor 
advertising, “the ultimate goal... 
is not the ending of liquor ad- 
vertisements — but prohibition — 
complete and final.” 


Ad Cost Comparable 


Mr. Mosley claimed that dis- 
tillers’ advertising costs are in 
line with all other industries in 
relation to the volume of sales, 
turnover of business, amount of 
profits, and nature of demand for 
the product. During the 10 
months from August, 1946, through 
May, 1947, the percentage—not 
only of advertising, but including 
sales promotion—of Seagram was 
2.4% of total net sales, he re- 
ported. This he contrasted to 
average percentage of total con- 
sumer advertising expenditures in 
relation to net sales volume of 
industries in 12 other categories, 
including proprietary medicines, 
33.78%; drugs and toilet articles, 
27.65%; beverages (soft and car- 
bonated), 15.23%; silverware, 
clocks, etc., 9.31%; paints, var- 


| nishes, etc., 7.40%, and drug sun- 
| dries, 6%. 


| Three Join F&S&R 


John S. Manuel, formerly in the 
investment department of the Na- 
tional City Bank of Cleveland, has 
joined Fuller & Smith & Ross, 
Cleveland, as account executive. 
Richard U. Sherman Jr., formerly 
an economist for the Civil Pro- 
duction Administration in Wash- 
ington, has joined the Cleveland 
offices research department; and 
Paul J. Betz, in the advertising 
department of Harry Ferguson, 
Detroit account handled by the 
agency, has been appointed an ac- 
count executive. 


Webster Names Lefton 


Al Paul Lefton Company, Phila- 
delphia, has been appointed to 
direct the advertising of G. L. 
Webster Company, Cheriton, Va., 
grower and packer of tomato 
products and fruit preserves. 


Named Hixson V.P. 


James P. Derum will resign 


New Anti-Liquor 
Ad Bills Offered 
by Senate Group 


WASHINGTON—A special Senate 
interstate commerce subcommit- 
tee brought in two alternate ideas 
last week to curb the movement 
in interstate commerce of news- 
papers, periodicals and radio pro- 
grams containing much of the 
current advertising for alcoholic 
beverages. 

Both plans amend the Federal 
Trade Commission Act to classify 
as “misleading” any ad linking 
liquor with “Men of Distinction,” 
the tradition of the American 
family, or physical upbuilding. 

The proposals were offered by 
Senators Clyde Reed (R., Kan.) 
and Edwin C. Johnson (D., Colo.) 
who had been appointed to con- 
sider an anti-liquor ad bill (S. 
265) sponsored for more than a 
decade by Sen. Arthur Capper 
(R., Kan.). 

Subcommittee members = said 
Capper bill hearings this spring 
had uncovered “an _ extensive 
campaign” by liquor interests, 
“especially through periodicals 
using color in their advertising 
pages,” to convey to young people 
the idea that the consumption of 
liquor is “smart.” 

Specifically, the subcommittee 
pointed to color ads “suggesting 
that the use of liquors for bev- 
erages is a part of social and 
business life of the country; is 
conducive to physical well being 
and is traditional in American 
life.” 


Family Scenes Ruled Out 


One of the subcommittee pro- 
posals, offered as a substitute for 
the original Capper bill, outlaws 
any liquor ad including the like- 
ness or caricature of a woman, 
child or family scene, or of any 
person serving or _ preparing 
drinks, or holding a bottle, glass 
or other container in a manner 
indicating the consumption of 
liquor. 

Furthermore, it prohibits any 
ad containing an illustration or 
|representation “primarily appeal- 
ing to children” such as comic 


Aug. 23.as manager of the New 
York office of Brisacher, Van 
| Norden & Staff to become a vice- 
patient of Hixson - O’Donnell 
| Advertising. 


Every Kiwanian is a civic leader. 
Because he has dedicated himself to 
community service, he is rubbing 
elbows with others at the grass roots 


level every day. And he is in influ- 


ential contact with those 


masses 
whom you want to reach and con- 
vince through public relations and 
institutional advertising. Both as 
Kiwanians and as members of other 


aé KIWANIS 


civic committees our reader-mem- 
bership are actually sparking public 
opinion and action through talks, 
resolutions, town forums, commu- 


nity meetings, news interviews and 


other activities that reach deeply 


into basic American thought. Find 
out how little it will cost to have a 
working organization like Kiwanis 
on your side. Write 
P 
fw 
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strips or children’s pets; depicting 
jathletes or athletic events; 
|ferring to any religious holiday | 
|or festival, or making use of any 
| symbol, sign or other character 
| associated with such festivals. 

Both versions prohibit any 
statement, word, design, device, 
sound “or any combination there- 
| of” indicating that the use of 
alcoholic beverages “is beneficial 
to health or contributes to physi- 
| cal upbuilding; will increase social 
| or business standing or prestige; 
or is traditional in American 
family life, or is or should be a 
part of the atmosphere of the 
American home.” 

In urging “further considera- 
tion” promptly upon the recon- 
vening of Congress, the subcom- 
mittee said that the Capper bill 
substitutes had been prepared 
after conferences with FTC and 
| the Alcohol Tax Unit of the 
Treasury. The bill would apply 
C all beverage over™4% alcohol. 


| Gets Hardware Account 


General Hardware Mfg. Com- 
pany, New York, has named Ted 
_ Black Advertising Agency, Read- 
| ing, Pa., to direct advertising on 
|tools and hardware 
| Business papers will be used. 
| — 
Names West-Marquis 

The Hollywood Citizen-News 
| has named West-Marquis, Inc., 
Los Angeles office, to conduct its 
advertising campaign for general 
circulation and advertising pro- 
motion in advertising trade pub- 
lications. 


supplies. | 


NEW DRESS—Non-slip bottles, and 

packages which carry the color of ink 

on both the bullseye and stripe feature 

L. E. Waterman Company's latest bid 
' for the ink market. 


L. E. Waterman 
Adopts New Ink 
Bottles for Old 


New YorK—Following success- 
ful consumer tests by L. E. Water- 
man Company’s sales department 
and its agency, Charles Dallas 
Reach, the ink manufacturer has 
introduced its redesigned quart 
and pint bottles nationally. 

J. Gordon Lippincott & Co., 
which restyled both the bottles 
and package, sought to combine 
an attractive appearance-with the 
utility demanded by commercial 
users. The bullseye marking and 
side panel stripes on the package 
feature the color of the ink, so as 
to be readily identifiable regard- 
less of the position of the package 
on the shelf. 

Business paper advertising, 
launched last month, features the 
new pint and quart sizes in the 
four most popular colors, blue- 
black, black, blue and carnation 
red. The company feels that a 
sales appeal directed to commer- 
cial users is the most. practical 
way to increase home consump- 
tion as well as business use, and 
as a result, will limit its promo- 
tion of the new packages to trade 
publications. 


Station Boosts Power 


Ecos del Zulia, CBS affiliate in 
Maracaibo, Venezuela, has _ in- 
creased its transmitting power to 
600 watts long and short wave. 
The station formerly broadcast 
with 100 watts on 1,300 ke long 


| wave and with 200 watts on 4,750 
re- | ke short wave simultaneously. 
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Rumford Breaks 
Copy for Potato 
Pancake Mix 


(Picture on Page 1) 


Rumrorp, R. I.—Rumford 
Chemical Works, marketer of 
Rumford baking powder and Noc- 
til cleaner, has added another 
product to its list of consumer 
items—Rumford potato pancake 
mix. 

Initial announcement was made 
in the Providence area, with 
large-space newspaper advertising 
telling housewives there that they 
could be first to try the “new ap- 
petizing way to serve potatoes.” 
The four-ounce package produces 
14 to 16 potato pancakes by add- 
ing egg and water and frying. 

Names and addresses of about 
350 supermarkets and food stores 
were listed in the introductory 
copy. 


Egger Leaves Reynolds 
to Open Own Business 


George E. Egger, for the past 
three years vice-president in 
charge of sales of the foil and 
packaging division of Reynolds 
Metals Company, Richmond, has 
resigned, effective Aug. 1. Before 
joining "Reynolds, he was vice- 
president in charge of sales o! 
Clapp’s Baby Food division and 
G. Washington Coffee Refining 
Company division of American 
Home Products. 

After a few weeks’ rest, Mr 
Egger will go into business fo 
himself, with offices in Louisville 


Gets Cork Tile Account 


Cork Insulation Company, man- 
ufacturer of Cork tile, has placed 
its advertising with the New 
York office of Brisacher, Van 
Norden & Staff. 
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The INDEPENDENT 


does a better job 


of selling 


FORD | 


Bob Burns, Vice President and 
General Manager —of Parkway 
Ford Sales— Pasadena’s newest 


Ford Dealership — knows sales — 
knows advertising! Starting with 
Ford Motor Company thirty 
years ago—he’s been merchan- 
dising automobiles ever since. 


A little more than a year ago 
— Mr. Burns and his associates 
established one of the most at- 
tractive Ford Service and Sales 
Agencies in Southern California. 


And is Bob sold on The Inde- 
pendent! He says: 


R. E. (Bob) Burns 
Parkway Ford Soles 


i _ California 


“I’ve never known a paper to 
have such extraordinary pulling 
power per dollar invested! We've 
checked it here, time and again, 
making comparisons with other 
papers we’ve used. Hence, results 
to date have warranted making 
The Independent our first buy 
among those we’re using’ for the 
year ahead.” 


To find out more about the 
dividends awaiting the ad- 
vertiser who spends more in 
The Independent, call or write 
REYNOLDS - FITZGERALD, INC: 


PASADENA INDEPENDENT 
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° JOHN M. MAVITY |a short period in 1917 when he, president in charge of special ac-, its advertising. A new campaign 
Ss Trade Units Form Warsexka, ILt.—John M. Mavity, was associated with _ as ad-| tivities. He became vice-president | is now being launched, slanted 
. 85, who has edited and published vertising director of the Boston | in charge of sales in 1941. specifically toward the California 

) National Frozen papers in Illinois and Indiana pe geo ae + att ia 7 ¥ aance oun market. 

" since 1888, died here July 27. Mr. © joined stree ilways -|T. V. eet 
Food Council Mavity began his career with the vertising National Organization (a | Easton, Mp.—Than Vanneman Appoints Dingwell 

WasHINcTon — Representatives | Gazette, West Lebanon, Ind., later | Collier affiliate) in 1905 as a|Ranck, 72, retired Hearst news-| I. W. Dingwell has been ap- 


nford@of three major trade groups in-/ publishing the Chronicle, Cam- salesman, becoming national ad- | paper executive, died here July | pointed sales manager of the divi- 
ter of § terested in frozen foods met here] pridge, Ill. In 1904, he moved to| Vertising manager before leaving | 


. 6 | 30 at his estate, Fairview, after a| Sion including electric washers, 
1d Noc- § Jast week to form the National Valparaiso, Ind., as publisher of for Boston. After leaving Collier, | jong illness. Mr. Ranck held| ironers, cleaners and sewing ma- 


another § Frozen Food Council as a central! newspapers there until his retire- he was with Criterion Advertis-| many editorial posts with Hearst, | —". red United Distributors, 
nsumer J agency “to provide the entire} ment in 1929. For the past four | 8 sign. for three years, sub- | and from 1928 until his retirement | 7°" Bost”- 
yancake | frozen food industry with a per-| years, Mr. Mavity had lived with | S©avently returning to the trans-| in 1937 was editorial manager of 


manent high level of universal] his. son, J. Earl Mavity, co-pub-|P°rtation advertising field as} the Hearst Newspapers. THERE'S PLENTY OF 
Ss made ff user acceptance and preference.”| lisher of the Iroquois County| ational account executive for 


cnisaepeapnintatiaeiintiiaees © 
» with The groups include packers,| Times, Watseka. Chicago Car Advertising Com- é eBUSINESS IN 
ertising distributors and brokers who hope a _| pany and New York Motor Coach F orm Des Moines Agency > 
Bt tar SoS sen ater nine mone tne beg antidote 
ew ap- groups, including retailers, re-| FREDERICK R. BARNARD — Sacdinauek tail dine. seg Rae 
tatoes.” § frigerated warehouses, transporta~| New York —Frederick Royal| W. D. CATON with Myron J. Bennett, disc jockey Y 
roduces § tion groups and equipment manu-| Barnard, 70, retired car card ex-| ALEXANDRIA, Va.—W. D. Caton, | 0 Station KCBC, Des Moines, as A our 
oy add- § facturers in a continuous promo-| ecutive, died at Roosevelt Hospi- | 52, vice-president in charge of| President. William Abramson is y Share By 
ing. tion patterned after that of the} tal on July 25, from injuries re-| sales of Standard Register Com- vice-president, and Don Usher and *° Usin 9--- 
f about American Meat Institute. They) ceived in an accidental fall. Mr. pany, Dayton, O., died here a Fountain, treasurer and gen- ° 
1 stores § will also emphasize constant qual-| Barnard was with the Barron | July 28. eral counsel, respectively. 


ductory f ity improvement, an increasing| Collier organization, for many| Mr. Caton joined the Da 
4 : : ’ | . yton * 
problem in the frozen food in-/ years dominant in the transpor-| firm in 1933 to head a new sales Tol ander-Young 
dustry, and wil promote care in| tation industry, from 1905 until| division, later becoming eastern a a neem, 


handling in an effort to assure) his resignation in 1934, except for| division sales manager and vice- a oa oe ees. a. 
olds iwidespread consumer acceptance. & vice-| der-Young, Los Angeles, to direct 


ess 
he past Set Up Governing Board 
lent in The nine-man governing board 
foil and B#set up following the meeting here 
teynolds B includes representatives of the 
“om National Association of Frozen 
befor’ B Food Packers; the National CIRCULATION | 1936 | 1937 | 1938 | 1939 | 1940 | 1941 | 1942 | 1943 | 1944 | 1945 | 1946 | 1947 
sales ot Wholesale Frozen Food Distribu- 
jon and@tors and the National Food 
Refining Brokers Association. Eventually 300,000 
.merican the group will select as president ' 
a nationally known business man, 
est, Mr @and will broaden the board to = 
ness for ® over retail, warehouse, transpor- Ere ny eee 
ouisville B tstion and equipment groups. ' 
Nationally known packers on s. A > 
ount B the nine-man board include Birds 275,000 Sh ad 
ny, man-— Eye-Snider division of General ite 
is placed Foods; Seabrook Farms, Bridge- ‘ 
he Newton, N. J., and Gresham Berry B Fa si 
er, Vat Growers, Gresham, Ore. Coe et aga is 
From the wholesale distributor 250,000 oe is ie 
groups, the council has members ire V4 V4 ’ aes es 
————} B from Pratt’s Fresh Frozen Foods, ; gk oaee 
New York; Frozen Food Distribu- a ‘es 2 Si 
hy tors Company, Oakland, and A. W. ‘ee aes. : age + s 
Huss, Milwaukee. Brokers in- ay a \2 Z 2 
volved are Ashenfelter & Morrow, 225,000 7. 
Lents New York; Clyde Lebaron, San 
S sel Francisco, and Meinrath Broker- 
j ‘ age Company, Kansas City. Tem- 
ave porary offices have been estab- 
es in lished at 1415 “K” St., Washing- 
ton. 200,000 
ange 
tion |BBey Wants Branch U. S. 
7936 1BPlants in Egypt 
Mustafa Maher Bey, director 
general of the Sestatinant of In- ; 175,000 
dustry in the Ministry of Com- 
merce and Industry of Egypt, has 
held several meetings with offi- 
cials of the Office of International 
Trade to discuss the possibility of é 
establishing branch plants of U. S. 150,000 
industry in Egypt, and of obtain- 
ing technical industrial assistance 


from American commercial or- 


ganizations. 
_ Mustafa Bey has indicated to 
Commerce officials particular in-| 
terest in these major industries: | 125,000 
Textiles, canning, motion pictures, | ‘ we > £> ys 
iutomobile, plastic, glass and steel. | BN LE 
ol Representatives of these and I i 
rod sce, other industries already are mak- fh t , 
Colifornico «= 2S contact with Mustafa Bey | é 
through the Middle East Section | 100,000 
{ Office of International Trade, | 
in Commerce Department’s Wash- | ‘ 
ington office. _@, , . Ra } 
aper to ein Aaemillitneia pil ps 
pulling Endorsements Moves | 75.000 
!We i Endorsements, Inc., New York, | ’ 
| again, ervice organization on endorse- | 
h other ments for advertising agencies | 
results advertisers, has moved to| 
making hew offices at 299 Madison Ave. | 
rst buy ‘ne company has the following | 
for the accounts: Constance Bennett) 50,000 
. ion Frocks, Lord Calvert’s ; 
bh of Distinction, Elsa Maxwell, | 
yur the ne-eigh cigarets, and Schaefer 
re ad- er, 
lore in N gata a : 
rwrite ames Representatives 25,000 7 | 
, INC: The Californian, Los Angeles, | ne 
‘Ss named Needom L. Angier Jr. | : : .y 
cage representative. Wil-| 
“am E. Coates and C. Frank Hol-| 
ENT tein have been appointed Cleve- | REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 
“2G and Detroit representatives, | BN ik tan a Mia Bc Sig hs 
entiiene resy ectively. | “e PUES igre Mae , tee 1G eS he Bt EES 
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62 
Issues Trade Index 


The Canadian Manufacturers 
Association; Toronto, has issued 
the 1947 edition of the Canadian 
Trade Index, listing 10,000 manu- 
facturing firms with addresses, 
branches, brands and trade names, 
cable addresses and foreign repre- 
sentatives. A special export sec- 
tion is included, giving informa- 
tion on government service, for- 
eign trade controls, price quota- 
tions and British Empire tariff 
preferences. 


Reserve to Keep 
Credit Controls 
Until November | 


WASHINGTON — Federal Reserve 
Board officials indicated last week 
that they will continue control 
over instalment credit until Nov. 
1, the “outside” date specified by 
Congress shortly before adjourn- 
ment. 

Continuation of control until 
Nov. 1 was possible only after 
Senate conferees reversed an 
earlier House resolution which 
would have forced the board to 
lift credit restrictions immedi- 
ately. 

Earlier, Federal Reserve Chair- 
man Marriner S. Eccles had 
warned that a further expension 
of credit at this time would in- 
tensify the upward pressure on 
prices. 

Eccles unsuccessfully asked for 
long-term legislation which would 
permit Federal Reserve to juggle 
credit limits while the high level 


of demand continues. 

The Federal Reserve chairman 
pointed to a $2 billion dollar ex- 
pansion in instalment credit dur- 
ing 12 months under existing rules, 
which require one-third down 
and full payment in 15 months on 
such items as automobiles, wash- 
ing machines, refrigerators and 
household furnishings. 

A Federal Reserve survey of 
1946 credit sales in the “Federal 
Reserve Bulletin” for July never- 
theless points out that retail credit 
expansion during 1946 did not 
keep pace with the expansion of 
cash sales. 

Though credit showed a record 
expansion of 38% to a high of 
$22.5 billion, credit sales for the 
year as a whole were less than 
one-fourth of total sales, com- 
pared with more than a third in 
the early thirties. 


Lee-Murray Moves 


Lee-Murray Advertising has 
moved its offices to larger quar- 
ters at 71 W. 45th St., New 


York 19. 


Time, Inc., Reports 
$4,063,900 Profit 


Time, Inc., last week reported 
net profit of $4,063,900 for the first 
six months of 1947, compared with 
$1,092,700 for the first half of ’46. 
Income from subscriptions and 
newsstand sales of its magazines, 
advertising, film rentals and “mis- 
cellaneous sales” totaled $58,429,- 
800, compared with $42,081,800 in 
46. Operating expenses mounted 
from $41,522,400 to $51,977,200. 

Roy Larsen, president of 
Time, Inc., said the increase was 
due to higher circulation prices to 
subscribers and newsstand buy- 
ers, and higher ad rates based on 
circulation increases. The com- 
pany’s operating profit margin 
during the first half was approxi- 
mately 11%, compared with 8.5% 
during the final six months of 46 
and 1% in the first half of ’46. 


Joins Robinson Sales 

C. H. Schaeffer, formerly with 
Eversharp, Inc., in an executive 
capacity, has joined the sales de- 
partment of Robinson Reminders, 
Westfield, Mass., leather special- 
ties and memorandum books. 


La nouvelle Underwood...a frappe Rythmée! 
(The New Underwood ...with rhythmic touch ) 


LE 


= 
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| The world’s most widely 
| known products 

_) are advertised in 

+ the world’s most widely 
read magazine 


The Underwood Corporation advertisement 
prepared by Irwin Vladimir & Co., Inc. 
for the French (Paris) Edition of 

The Reader’s Digest. 


|" CORPORATION, Zenith Radio Cor- 


poration, Pan American World Airways, Bulova 


Watch Company — 


these names you know well are 


rapidly becoming well-known in other countries, too 

... through their advertising in one or more of the 

11 International Editions of The Reader’s Digest. 
These advertisers use The Reader’s Digest because 

they know that its International Editions: 

e Reach more than 2% million people in 42 countries 

e@ Influence the leaders in every country 

e@ Speak in the language of each country—a cardinal 
principle of export 

An ever-growing magazine in a growing world mar- 

ket, The Reader’s Digest offers American exporters 

a strong voice overseas. 


International Editions of 


The READER’S DIGEST 


THE WORLD’S MOST WIDELY READ MAGAZINE 


...a eravee RYTHMEE | 


Quiesrce que te + frappe rythmee Underwood obaendren. 
Vous le turet sy moment ou vos ens chen, on thew — 
pn ne LE @t vous seret fraiche en fin de journée. 
mer cillewse a SS nouvel Saige bb seareie Underwood, em 
e« 
Ses ae 
seme 
rE py FE UNDERWOOD 


The Reader’s Digest in French (Paris Edition) 


Guaranteed net paid circulation 350,000 . . 
read monthly magazine in French, 


. most widely 
reaching able-to-buy 


families in France, Belgium, Syria, Switzerland, Lebanon, 
Haiti, Egypt, French North Africa and other French colo- 
nies at rates as low as $2.39 per thousand. 

Published also in British, Australian, Spanish, Portu- 
guese, French-Canadian, Danish, Swedish, Finnish, Nor- 
wegian, Arabic, and Japanese editions. 


For rates, list of advertisers and other information, ad- 
dress: The Reader’s Digest International Editions, Inc., 
500 Fifth Ave., New York 18, N. Y., LAckawanna 4-0900, 
or 333 N. Michigan Ave., Chicago 1, Ill., DEArborn 8331. 


Part of Every Dollar You Get Comes from World Trade 
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Catholic Students 
Plan ‘Good Taste’ 
Poll of Air Comedy 


(Continued from Page 1) 


season starting in the fall, the ra- 
dio personality who is reported 
to have most consistently violated 
“good entertainment standards” 
will be given an “award”—prob- 
ably under circumstances some- 
what different from those usually 
associated with radio awards. 
The organization has sent let- 
ters to all major networks out- 
lining its proposed activities and 
requesting complete details on all 
comedy programs to be aired dur- 
ing the fall and winter, with times 
of broadcast, names of partici- 
pants, sponsors, etc. It has also 
requested the networks and the 
National Association of Broadcast- 
ers each to name a representa- 
tive on an advisory committee for 
the poll. Next week the group 
will circularize all colleges and 
universities outside the Catholic 
students’ federation, seeking their 
support and active cooperation in 
the poll. 


On Performer Basis 


The poll idea was developed by 
Rev. Joseph F. Scheurer, who is 
head of the press commission and 
a member of the faculty of St. 
Joseph’s of Indiana. Representa- 
tives at the meeting here Wednes- 
day night included students from 
St. Joseph’s; Loyola University, 
Chicago; Notre Dame University; 
Marycrest College, Davenport, Ia.; 
Nazareth College, Kalamazoo, 
Mich., and others. An advisory 
board of five was set up under 
the temporary chairmanship of 
James V. Malone, Chicago public 
relations executive. 

As set up, the poll will place 
the onus for bad taste directly on 
the radio personality whose lines 
prove offensive, rather than on the 
program as a whole. Polling will 
be confined initially to comedy 
programs, but the group plans to 
expand its operations to all types 
of programs later. 


Herberger New Butler 
Brothers President 


G. R. Herberger, 42-year-old 
head of G. R. Herberger’s, Inc., 
operator of seven department 
stores in Minnesota, Wisconsin, 
South Dakota and Iowa, was 
elected president of Butler Broth- 
ers, nation’s largest general mer- 
chandise wholesaler, on Aug. 1. 
He succeeds T. B. Freeman, presi- 
dent since 1939, who becomes 
chairman of the board. 

Rapid expansion of the com- 
pany’s own Scott (variety) and 
Burr (department) stores, prob- 
ably through purchase of small 
chains, was indicated by the new 
president at his first press con- 
ference, as well as general ex- 
pansion of the company’s whole- 
saling functions. Rumors of 2 
merger with Gamble-Skogm 
were flatly denied by Mr Herber- 
ger, who said that while Butie: 
Brothers’ total sales this year w'!! 
probably be somewhat below last 
year’s $160,000,000, the compa!) 
looks for marked sales expans!ob 
during the next five years. 


Changes Paper’s Name 

Tire Rebuilders News, New 
York, formerly known as the trace 
magazine for the tire recappins 
industry, has changed its name 
to the Tire, Battery & Accessory 
News, effective with the August 
issue. 


Finley Joins Esty 

George M. Finley, with Young 
& Rubicam in various executive 
capacities for 12 years, has joine 
William Esty & Co., New York, @5 
coordinator of media planning. 
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McCann-Erickson 
Drops Clients But 
Gains in Billings 


New York—Rumors circulated 
in advertising circles last week 
that McCann-Erickson was “slip- 
ping,” following its loss of Strom- 
perg-Carlson ($750,000) to Fed- 
eral Advertising Agency and Sco- 
vill Mfg. Company’s Grippers sec- 
tion to Young & Rubicam, within 
a week. 

H. L. McCann, however, told 
AA that the agency’s billings are 
$1,000,000 ahead of 1946 for the 
first six months of 1947, and that 
the present rate will see McCann- 
Erickson bill more than $50,000,- 
000 for the year. 

The loss of Stromberg-Carlson 
was attributed by Mr. McCann to 
“personality,” presumably mean- 
ing Gordon E. Hyde, former Mc- 
Cann-Erickson executive who is 
now president of Federal, while 
Scoville has recently decided to 
go into the slide fastener business, 
bringing it into competition with 
another older client, Talon, Inc. 


Lost 40 Accounts 


Since 1945, the agency has 
added about 30 accounts and lost 
more than 40 accounts, including 
some war babies (American In- 
dustries Salvage Committee, Con- 
servation Committee of Waste Pa- 
per Consuming Industries, Higgins 
Industries, Petroleum Industry 
War Council and Curtiss-Wright 
Corporation). It has also lost 
some topnotch advertisers includ- 
ing Harold H. Clapp, Inc. (West 
Coast only), Dictaphone Corpora- 


tion, Emerson Drug, Enterprise 
Pictures, Gruen Watch, Mack 
Trucks, Nashua Mfg. Company, 


Tappan Stove Company, Utah and 
Washington State advertising, 
Newsweek and Zonite Products’ 
Larvex division. 

During the same period, the 
agency has added nearly 30 ac- 
counts, including Brush Develop- 
ment Corporation, Champ Hats, 
Columbia Recording Corporation, 
House of Merit Foods (Schenley 
affiliate), Lehn & Fink Products, 
Lektro Products, National Dairy 
Council, Pharma-Craft Corpora- 
tion, Silex Company and the rail- 
roads’ Transcontinental Passenger 
Association. 


Billings Climb 


During this period, McCann’s 
billings climbed from $40,000,000 
in 1945 to $46,000,000 in 1946. The 
present rate of increase is largely 
due, Mr. McCann told AA, to ex- 
pansion of older accounts, and to 
some smaller new ones. Also, 
McCann’s foreign operations are 
now moving at a $4-5,000,000 clip, 
with South American and Euro- 
pean branches growing. 

Earlier this year the agency 
Sold the building it had acquired 
at 292 Madison Ave., originally 
Supposed to house its expanded 
organization, reportedly at a 
handsome profit. Shortly before 
selling the building, the company 
fad closed out its publicity and 
lerchandising departments, with 
‘he intention of buying these 


ices from independent organ- 
iZations, 


Promotes Dowling 


Robert M. Dowling, sales and 
écvertising manager of the San- 
rized division of Cluett, Peabody 
& Co., New York, has been ap- 
I ed general manager of the 
a on. He succeeds John C. 
‘urrell, retired. B. A. Alford will 
© manager of the licensee serv- 
epartment of the Sanforized 
n; C. B. Yager, manager of 


mat ‘et contact; and G. A. Steers, 
a ‘ger of advertising and sales 
motion, 


Last Minute News Flashes 


G-E Revamps Appliance Department Activities 
BRIDGEPORT, CoNN.—Marketing activities of General Electric Com- 
pany’s appliance and merchandise department have been streamlined 
and hereafter ‘will be coordinated under a manager of marketing, C. R. 
Pritchard, whose position as general sales manager of the department 


has been discontinued. 


A. M. Sweeney, former manager of major ap- 
pliance sales, becomes manager of all appliance sales. 


J. H. Crawford 


continues as manager of construction materials sales. 


Armstrong Rubber Starts Magazine Series 


West Haven, Conn.— Armstrong Rubber Company has started a 


magazine campaign for its tires, featuring a prewar guarantee. 
pages are scheduled for Collier’s, 


Sport. Maxon, Inc., is the agency. 


Full 
The Saturday Evening Post and 


Mullin Joins Outdoor Advertising Network 

New YorKx—Stanley Mullin, formerly assistant to the publisher of 
Advertising & Selling, has joined Standard Outdoor Advertising Net- 
work, in charge of public relations. He succeeds Parker James, who 
has become editor of Modern Distribution, published by Magazines 


of Industry, Inc. 


Hutchins Agency Resigns Piper Account 

Lock Haven, Pa.—Hutchins Advertising Company, Rochester, has 
announced its resignation of the Piper Aircraft Corporation account 
here. T. V. Weld, Piper vice-president and advertising manager, told 
AA no agency will be named immediately, and probably not until 
after Sept. 30, the end of Piper’s fiscal year. 


McGraw-Hill to 
Issue ‘Nucleonics’ 


in September 


New YorK—McGraw-Hill Pub- 
lishing Company will bring out in 
September the first issue of Nu- 
cleonics, a monthly devoted to the 
peaceful uses of nuclear fission. It 
will cover the field of nuclear 
technology, as distinct from that 
of nuclear science, and will pro- 
vide information on _ industrial, 
medical and other applications of 
atomic power and its byproducts. 

Nucleonics will carry no adver- 
tising, and the company says it 
will plough back into its develop- 
ment any income above out-of- 
pocket expenses. It will be un- 
conventional in size, carrying 80 
or more 5%x8-inch editorial pages 
in each issue. Subscription price 
is $15 per year, with an initial 
2,500 or more subscribers. It com- 
bines three experimental publica- 
tions, Nucleonics, Atomic Power 
and Atomic Engineering, which 
have been distributed in mimeo- 
graphed form periodically for two 
years. 

Keith Henney will be editor 
and E. J. Tangerman will act as 
general manager. 


Abbott & Costello 
ABC Cooperative 
Deal Gets Hot 


New YorK—A spokesman for 
the American Broadcasting Com- 
pany, which began contacting 
member stations several days ago 
to get their reaction to an Abbott 
and Costello co-op show, said last 
week that the majority of replies 
received to date have been favor- 
able. 

ABC is said to be waiting for an 
O. K. from its affiliates before go- 
ing ahead with signing the comic 
team, whose NBC show was 
dropped by R. J. Reynolds To- 
bacco Company this spring. 

If the deal goes through, it will 
be another step in ABC’s pro- 
gram to attract established talent 
to the network and thus increase 
its drawing power. American al- 
ready has a strong Wednesday 
night schedule, with Bing Crosby, 
sponsored by Philco Corporation, 
and Henry Morgan, backed by 
Eversharp Company, as feature 
attractions. 


Prepares Plan Book 


Servel, Inc., Evansville, has is- 
sued a new Air Conditioning Plan 
Book for 1947 to the gas industry. 
This plan book shows the com- 
plete advertising and sales pro- 
motion pre-tested program on the 
all-year gas air conditioner. 


Film Ad Code Bans 
Sexy Illustrations, 
Clothed or Nude 


New YorK—The Motion Picture 
Association last week announced 
broadening of the current film ad- 
vertising code to prohibit the use 
of “clothed figures” in a manner 
“to be offensive or contrary to 
good taste or morals,” and ad- 
vertisers were warned to be 
guided by the producers’ code 
which restricts the use of liquor 
to “necessities of characterization 
and plot.” 

Inevitably, reporters wondered 
about “The Outlaw,” which still 
has been unable to get a showing 
in New York. MPA officials said 
the revised code has been for- 
warded to Howard Hughes, but 
that it was not the intention to 
single out any specific film for 
advertising that violated the new 
code. 

Mr. Hughes resigned from MPA 
because of its criticism of “The 
Outlaw’s” advertising. The code 
is aimed at advertising employed 
by “a few mavericks,” spokesmen 
said. 


Plywood Group 
Plans Initial 
Ad Campaign 


SEATTLE—Authorization for the 
first national advertising drive of 
the National Plywood Distributors 
Association was voted by its board 
of directors last week. 

The group, formed during the 
war, includes in its membership 
many of the major wholesale dis- 
tributors of plywood throughout 
the United States. 

The favorable board action fol- 
lowed a recommendation for ad- 
vertising by John M. Williams of 
the Indianapolis Plywood Corpo- 
ration, and the presentation of a 
suggested program by Russell C. 
Stevens of the Stevens Advertis- 
ing Agency, Indianapolis. 

Mr. Williams strongly favored 
a three-part drive: First, to in- 
crease organization membership 
and recognition by mills, and 
later to strengthen dealer rela- 
tionships, with the last phase 
aimed at direct selling of con- 
sumers. 


Opens Clipping Service 

Western Press Clipping Bureau, 
regional clipping service, has 
been formed at 423 Hamilton St., 
Vancouver, B. C. The new firm, 
under the management of Dean 
Miller, formerly advertising man- 
ager of the Herald, Penticton, 
B. C., offers complete readership 
coverage of British Columbia pub- 
lications. 


REDESIGNED — Craftint Mfg. Co., 
Cleveland, art supplies maker, has re- 
designed its label and carton for show 
card and woster colors. Candy-striped 
in red, white and blue, the job is the 
first of Craftint's redesign program. 


Radio Listening 
Gains Slightly, 
Hooper Reports 


NEw YorkK—With ratings still 
at an all-time low but listenership 
up slightly over the last report, 
the Bob Hawk show for the 
R. J. Reynolds Tobacco Company 
moved into the top spot on C. E. 
Hooper, Inc.’s, latest list. 

The CBS quiz program, now be- 
ing conducted by Colonel Stoop- 
nagle in Mr. Hawk’s absence, 
scored 10.2. Another question and 
answer broadcast, Eversharp’s 
“Take It or Leave It,” was close 
behind with 9.8 on its last airing 
on Columbia before moving over 
to NBC. NBC’s “Mr. District At- 
torney,” sponsored by the Bristol- 
Myers Company, rated 9.1. Others 
on the honor roll: 


Paver dak aS SARE 8.3 
American Album-Family Music. 8 
Bers Es. Wily ahh s ara athe Wienselavenkie am mids 
Crime Doctor 


ee ee 


Your Hit Parade 
Crime PROtOMPADNGF .....ccccss 
Manhattan Merry-Go-Round.... 
WURMODRS. 2 bce dca ctsrvvaseasaess 


Adventures of Sam Spade....... 
Adventures of Philip Marlowe.. 7 


Average rating for the July 
30th report was 4.8, compared 
with 4.9 for the July 15th report. 

Evening sets-in-use is 18, up 
.7 from the last report. Available 
homes are 70.5, up 3.1 from the 
last report, down 1.2 from a>year 
ago. 


eee eee 
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Research Center 
Renamed to Make 
2nd NAB Survey 


New YorkK—Denver University’s 
National Opinion Research Cen- 
ter has been selected to make the 
second study of public opinion of 
radio for the National Association 
of Broadcasters. Announcement of 
this decision was made following 
a meeting here of the sub-commit- 
tee of the NAB research com- 
mittee. 

NORC, which made the first 
study, will begin field work in 
November. Pre-testing will start 
immediately to determine items to 
be included. 

Dr. Paul Lazarsfeld of Columbia 
University, who, with the late Dr. 
Harry Field, analyzed and inter- 
preted the earlier study, has been 
requested to act in a similar ca- 
pacity again. No date has been 
set for publication of the findings 
which will not be available until 
early in 1948. 


Sewing Machine to Bow 


Lion Mfg. Company, Chicago, 
will soon offer a new type of 
electric sewing machine, called 
the Monroe, which operates with- 
out bobbin or shuttle. Another 
feature is that two threads of 
different texture may be com- 
bined, producing an _ interesting 
stitch. 


Agency Moves Offices 
Hammel & Hammel, Los An- 

geles advertising and public re- 

lations firm, has moved to new 


offices at 355 S. Broadway. 


Credit Jewelers 
View Excise Tax 
as Big Hindrance 


Cuicaco—The greatest threat to 
prosperous, stabilized jewelry 
marketing is the 20% wartime ex- 
cise tax. 

Time and again, during the con- 
vention of the National Associa- 
tion of Credit Jewelers here last 
week, that opinion was restated. 
William Wagner, executive secre- 
tary of the group, saw little hope 
for relief before 1948, but said 
that unless some relief is ob- 
tained, jewelry volume will con- 
tinue to drop. 

In addressing the association, 
Rep. Harold Knutson (R., Minn.) 
declared that many of the present 
excise taxes must be brought to 
prewar levels as soon as possible. 
The inference, obviously, was that 
while excise taxes are expected to 
be continued as a permanent source 
of government revenue, the tax 
base ‘should be broadened to in- 
clude many industries which are 
now exempt. At the same time, 
industries now paying 20% should 
benefit by a reduction to 10% in 
the tax. 

Although the jewelry volume 
expanded from an estimated 
$450,000,000 in 1941 to a peak of 
about $1.8 billion in 1945, profits 
have not kept pace, largely be- 
cause, with the return of instal- 
ment buying, it has been neces- 
sary for jewelers to absorb a por- 
tion of the 20% tax in order to 
maintain sales. 


Must Increase Volume 


Mr. Wagner said that while 
credit jewelers did about 25% iof 
the jewelry volume in 1939-41, it 
would be necessary for them to 
account for at least 40% this year 
in order to maintain wartime 
gains. 

The growth of appliance sales 
and other “sideline” merchandise 
from 8% of dollar volume in 1940 
to 20-25% now, does not aid 
jewelers’ net profits, since the 
markup is insufficient to cover 
losses from decreased sales of 
jewelry, according to Mr. Wag- 
ner. Appliance sales help retail 
jewelers primarily to build a pros- 
pect list. 

In a talk before the group, 
Arthur G. Warner, adviser on fair 
trade practices, favored more 
stringent enforcement of fair 
trade laws, both state and na- 
tional. Unless consumer sales are 
largely limited to retail outlets, 
he said, discount practices will be- 
come a major threat to the indus- 


try. 


Networks Ask AFM 
to Lift Music Ban 


Representatives of the four 
major networks asked AFM presi- 
dent James C. Petrillo last week 
to lift the existing ban forbidding 
duplication of AM musical pro- 
grams on FM transmitters when 
operating jointly with AM trans- 
mitters. Following a meeting with 
the musicians’ union chief in Chi- 
cago July 31, a joint statement 
issued by the conferees said that 
Mr. Petrillo had “agreed to take 
the matter under consideration 


and to announce aé_ée decision 
shortly.” 
A favorable decision, it was 


pointed out, will permit joint AM 
and FM transmission of the 
musical programs on the four net- 
works. Conferees with Mr. Pe- 
trillo included Frank White, vice- 
president of CBS; Mark Woods, 
ABC president; Edgar Kobak, 
MBS president; Frank E. Mullin, 
executive vice-president of NBC, 
and Frank P. Schreiber, treasurer 
of WGN, Inc. 


To ‘Sports Afield’ 

Rodman K. Tilt, formerly with 
The American Weekly and Ruth- 
rauff & Ryan, has joined the east- 
ern advertising staff of Sports 
Afield in New York. 
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,  “Let’s have a 


showdown 


with Russia! 


eo 2 ae 


“I am not a Junker,” says Charles A. Eaton, Chairman of the House Foreign 
Affairs Committee. “As a peace-loving American and as a former minister 
of the gospel, I loathe violence in any form. But as a descendant of free and 
sturdy pioneers, I cannot face the ignominy of being pushed around by 
Russia—a ruthless and brutal nation.” In the August issue of THE AMERICAN 
MAGAZINE, this outspoken U. S. Representative from New Jersey says now 
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is the time to call Russia’s hand. Read his article today and see if you agree 
with the suggestion: 


LET’‘S HAVE A SHOWDOWN WITH RUSSIA! 


in “th 


Let's have a showdown on advertising! 


The article described above is still another example 
iis of the alertness of THE AMERICAN MAGAZINE in pre- 
“a senting to its readers the timely views of important 
| people regarding any threat to the American way of 
= life and business. In the past year alone, we have fea- 
wg tured 26 such articles. 

For nearly forty years, THE AMERICAN MAGAZINE has 
fought for American ideals. Thus, over the years, it has 
built a special character and reputation which make 
THE AMERICAN MAGAZINE’S audience one of the most 
responsive—and one of the best “buys’—in the whole 
field of publishing. 

Dollar for dollar, page for page, no other magazine 
f can match the multimillion male-female circulation 
delivered by THE AMERICAN MAGAZINE. 
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by U. S. Representative Charles A. Eaton 
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